


Special Druggists’ Number. 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
Gero. P, RowELL & Co., Publishers, 10 Spruce St., New York. 






















VoL, XII. NEW YORK, ApRIL 24, 1895. No. 17. 


| The Exelusive 


Adv rertising priv ileses 


in all ears and on ‘all 
Stations of the 


BR22KLY N-UNION 
ELEVATED RAILR°AD 


Are aan d from MEN 
Ist 1895 by 


CARLETON & KIssam 


ALL CARS WITH CONCAVE RACKS. 
Advertisements 16x24 and 16x 48 Inches. Unavoidable Display. 
REAL ELEVATED R. R. ADVERTISING. 

‘‘UP TO DATE”? SERVICE. 














BROOKLYN OFFICE, 35 SANDS STREET. 
NEW YORK, POSTAL. TELEGRAPH BUILDING. 
BOSTON, 50 BROMFIELD STREET, 




























PRINTERS’ INK. 





Pianos, 
Organs, 

Dry Goods, 
Medicines, 
Harness, 
Soap, 
Baking 
Powder, 

















| 
t 
| 
: 
in fact almost everything sells in the country that 
| is sold in the city. 
i Human nature is pretty much the same every- 
where. It buys what it wants if the money is at 
| hand. The country people have money. It some- 
times comes to them a little less easy than to city 
t folks, but they manage to get it, nevertheless. 

How to reach these country people is the 


question. 





The 1,400 local weeklies of the Atlantic Coast Lists reach 
a one-sixth of all the country readers of the United States. 

One order and one electrotype does the business. 

| Transient advertising, half-a-cent a line a paper. 

| Quarter-of-a-cent a line if 1,000 lines are engaged. 
Catalogue for the asking. 
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HOW ONE DRUGGIST ADVER- 
TISES. 





No druggist can compete with the 
department stores’ cut prices on drug 
store goods, unless he adopts their up- 
to-date methods, lays aside old fogy 
prejudice and advertises. As most 
druggists have the timid feelings of the 
inexperienced advertiser, the experi- 
ence of a successful advertising drug- 
gist may be necessary to convince them. 
Such a one has given his experience to 
me as follows : 

‘ Cut rates were forced upon us; 
and asevery druggist knows, cut rates 
mean cost prices. The thought that 
regular prices meant no sales, and cut 
prices no profits, decided us. We saw 
that we must do business in a new way. 
The big stores which had advertised 
that no druggist would meet their prices 
were astonished to find our ad in the 
Sunday papers offering all patent medi- 
cines at cost. But we added something 
else—our ‘new way.’ We offered medi- 
cines of ‘our own make’ at about 25 
per cent less than any of the regular 
preparations, with the advice to ‘re- 
member our preparation has cured your 
neighbors, and when you get no bene- 
fit from any other article try ours.’ ‘If 
it doesn’t cure we return your money.’ 
Then we published a little note from a 
minister of the city who had been 
helped by our article and recommended 
it as a consequence. The calls we re- 
ceived for ‘ the medicine that cured Mr. 
N.’ gave us the hint that has been the 
corner-stone of our advertising. People 
bought the other patent medicines 
some, but especially wanted that which 
helped some one they knew. The next 
Sunday we published that testimonial 
in a half-page ad. We harpedon Mr. 
N.’s well-known veracity. ‘You can 
believe your friends; can you tell 
whether others were cured or not?’ 
said the ad. ‘If other sarsaparillas 
cure our neighbors, why don’t they say 





so?’ Our sarsaparilla is recommended 
by people right here at home.’ ‘It 
cures your friends or they wouldn’t 
say so,’ were a few of the remarks we 
made on the subject of bona fide testi- 
monials. Then we used a four-inch 
single column space twice a week. It 
always nad the name of a prominent 
person of our city as the heading. Then 
came the testimonial and the observa- 
tion that ‘ you know he tells the truth.’ 
A single line told that we sold all medi- 
cines at cut prices, but recommended 
our own only. 

‘* Every one who knew the one whose 
name we used looked at the name and 
then read the ad. We learned this 
from the almost invariable call for ‘the 
kind that cured John Blank’s rheuma- 
tism,’ or the ‘cough cure that John 
Smith talks about.’ 

‘*Tt is the personal allusion in these 
ads that caught on. You knew that 
John Blank was cured of rheumatism 
by that ‘cure,’ because John Blank said 
so, and you knew who he was. Adsof 
this kind performed a double service. 
We generally used the testimonial of 
some merchant, and always mentioned 
him as ‘ John Blank,’ the well-known 
tailor, etc. This helped both of us. 
Then again people gave us many free 
ads. We have received orders from all 
parts of New England, simply from 
people who have told out-of-town 
friends. Such people form the habit 
by reading our personal, friendly tes- 
timonials. 

‘* About this time we learned that a 
great many of our citizens were inter- 
ested in a new history of the city about 
to appear. We arranged matters so as 
to get a condensed version of it, and 
for the privilege advertised it thus. We 
had it printed very neatly as the ‘ Ad- 
vanced Sheets of Our New History.’ 
We published portions of the more in- 
teresting parts in part, referring read- 
ers to the history for the completed 
work, Then we added a series of 
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* puffs’ or biographical sketches of our 
merchants, and these ended with ‘ Mr. 
A. has received much benefit from B.’s 
cod liver oil.’ ‘Mr. C. recommends 
B.’s sarsaparilla highly.’ ‘Our readers 
know probably that Mr. D., of D. & 
Sons, recovered from his severe sprain 
through liberal use of B.’s camphorated 
ointment.’ These sketches were mut- 
ually useful. ‘The back pages were 
full-page ads of men who jointly bore 
the expense of the book. Ours differed 
in being a yellow inset. We charged 
to cents for this book, or gave it with 
a bottle of any preparation of our own 
make, and we were compelled to issue 
four editions of it. Since then we have 
issued a book semi-annually, giving all 
necessary local information, and, 
though we have been flattered with 
imitations, ours is the book that people 
want. 

“**One thing, too, we realize. Good 
soda draws trade. Ours is always the 
best. The patrons of our soda fountain 
are sooner or later patrons of the whole 
store. They rightly think that if the 
store is as good as the soda, it will pay 
them to trade here. Cigarsand candy 
draw trade for us similarly. 

‘* The success of our advertising is 
—we learn from others’ wisdom. I can 
illustrate by stating that our most suc- 
cessful ad was one copied almost bodily 
from PRINTERS’ INK—from a last 
year’s issue. It had as a heading, ‘We 
figure this way,’ and probably has been 
used by mary others. A notice of X.- 
Zalia’s ads in PRINTERS’ INK helped 
us, and we have used ‘ Ripans’ ads 
with great success. We would read 
PRINTERS’ INK for them alone, and our 
best ads are very like them. 

** We have tried billposting, too. It 
is no good. Neither are samples. News- 
paper ads reach more people at less 
cost. With our booklets as an adjunct, 
we find that such advertising is all that 
we need. 

‘*Druggists need not start off with 
big ads. There is as much virtue in a 
small ad in proportion. Some think not, 
but it is like medicine—doses regular- 
ly, as required.” 

WILLIAM J. CORCORAN, 
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He had an asthma cure to sthell, 
And asth he did not know, 
He asthked a man to help him sthwell 
Histh capital stho low ; 
Thisth man it chanced wasth very wisthe, 
And sthoon it wasth he told 
Him justht the way to advertisthe, 
Stho now he rollsth in gold, 
—Davip H. TaLmMapce. 





PRINTERS’ INK. 


WELL WORTH HAVING. 


Oh, Printers’ Inx! I often think 
Of many hundred reasons 
Why I should choose to thee peruse 
Thro’ all the changing seasons. 
I’ve always found bright things abound 
Throughout thy aban ages, 
Ideas which in worth are rich— 
From advertising sages. 


There’s not a leaf but has its brief 
And practical suggestion, 

Its gem of thought, or pointer sought, 
Or advertising question. 

Its sound advice will well suffice 
The young, unskilled beginners, 

’T will likewise aid those old in trade 
Of profits to be winners. 


The business man who will but scan 
The articles surprising, 

Which, terse and clear, in thee appear 

n modern advertising, 

Will come to seek for them each week 
And anxiously await thee, 

The shrewd and wise, who advertise 
Can well appreciate thee ! 


Each page contains new thoughts from brains 
Unquestionably clever ; 
Each number teems with plans and schemes, 
Publicity’s endeavor ! 
And there is such a subtle touch 
Of common sense about it, 
Were Printers’ Ink high priced, I think 
I would not be without it! 
—Joun BRENNAN. 





HE opened a store, all nicely stocked, 
With fixtures most complete and grand, 
But found his wheels of trade were blocked 

By other dealers close at hand. 


He pondered much in deep surprise, 
Until a friend gue him the cue; 
Then he resolved to advertise, 
And lo, his trade just grew and grew ! 
(2 OE ES 





shenned Advertising, 
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The Ladies’ Home Fournal has about 
the cleanest and best line of advertising 
of any journal in the country. This is 
easily explained’ in these few words, 

- copied from it: ‘Not only do we ex- 
clude every advertisement which even 
looks doubtful, but advertisements of a 
medical nature are declined, so that our 
advertising columns may contain no un- 
pleasant flavor.” 


So says “‘ Progress,’’ of Washington, D. C., 


from which we copy the above. 


We have a paid circulation of over 700,000 
copies. 


The Curtis Publishing Company 
Philadelphia 


New YorK: CHICAGO: 
1 Madison Avenue 508 Home Ins. Building 
(Mr. E, W, Spaulding) (Mr. Thomas Balmer) 
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TRACING PAPER THIEVES. 


The establishment of many illvstrated 
monthly, weekly and daily magazines and 
papers tee caused in the past dozen years an 
enormous demand for pictures of every de- 
scription, a demand that is far greater than 
the supply, so far as original and high-class 
work is concerned, while at the same time a 
scote or more of art schools have been turn- 
ing loose on the 
community droves 
of students, nine- 
tenths of whom 
seek in the profes- 
sion of illustrating 
at least atemporary 
means of liveli- 
hood. This state of 
things has given 
rise to the practice 
of taking pictures 
drawn by other peo- 
ple and selling com 

a as original work. It 
pha was the success of 
men guilty of this practice that led to the es- 
tablishment in the Puck office of what is called 
“* the crucible,” an institution which has long 
been the terror of all artistic evil-doers. ‘* The 
crucible ” is simply a small, bare room fur- 
nished with a table and chair, in which the 
aspiring artist is placed with his drawing im- 
plements. There are no copies of foreign 
periodicals, no beautiful sheets of tracing 
paper—he must 
draw without any 
of these external 
aids. Few amon 
hundreds of appli- ,- 
cants for work sur- * 
vive this ordeal. 

The proprietor of 
a prosperous New 
York illustrated 
weekly said the 
other day: 

“Tt is impossible ‘ 
to keep the run of 
all the pictures that 
are published in this 
and other countries, and for that reason we run 
the risk of being sw:ndled every day of our 
lives, while scarcely a week passes in which 
my attention is not drawn to some outrageous 
case of theft from my own paper. I do not 
know exactly what the legal aspects of the 
case are, but it seems to me that it is thievery 
or gp ond or larceny, or whatever else you 
may choose to call it, just as much as if the 
object stolen were a 
watch or a horse or 
an umbrella, instead 
of an idea or a bit 
of drawing. A gen- 
uine artist who is 
conscientious in his 
methods has to be- 
gin his career by 
paying for a long 
and expensive edu- 
cation, and then 
when he begins the 

ractice of his art 

e is put to stil] fur- 
ther expense for a 
studio, with its in- 
\ numerable accesso- 

’ 








ries, and for models 
who receive half a 
dollar an hour. 
Sometimes he will 
No. 3. devote a week or 


éven more of his own 
time and that of his 
model to securing 
some novel or difh- 
cult pose, and no 
sooner is his picture 
given to the world 
than one of these 
thieves comes along 
with his sheet of 
tracing paper, and 
in ten minutes has 
appropriated to him- 
self the whole fruit 
of the artist’s work. 

“ There is a great 
deal of stealing from 
foreign periodicals 





oe partly because of 
the superior qualit 
No. 4. of the work whic 


they contain and 
artly because the American public is not 
amiliar with them. I often wonder what 
would happen to some of these industrious 
illustrators if the world’s supply of tracing 
paper were to become exhausted or if the 
steamer bearing the latest issues of the 
French and German weeklies were to go to 
the bottom. I am afraid that there would te 
some cases of starvation reported in artistic 
circles.” 

The accompanying pictures from Puck will 
convey to the reader a good idea of the 
methods adopted by the art pirates in the 
business of appropriating the work of other 
men and foisting it off on publishers as their 
own. Sometimes they boldly take an entire 
picture and dispose of it without taking the 
trouble to alter a single line; but the most 
expert among them consider it better form to 

roduce a composite picture, made up of 
eae taken from two or more originals, and 
deftly arranged by themselves in an effective 

roup. For example, the compiler of picture 
No. 1 took the figure 
of a woman from 
picture No. 2 and 
that of the man from 
icture No. 3. He 
combined the 
two with the same 
sort of skill that 
would come in good 
play were he en- 
aged in the manu- 
| an of Chinese 
puzzles or dissected 
maps, but which has 
no place in real art 
work, 

The next illustra- 
tion, that of a man 
pg = nt tmp 
a baby clasped un- = 
der his left arm, is No. 5. 
the work of Mr. Howarth of Puck. The 
next picture shows the same man whose 
position has been reversed by the simple pro- 
cess of turning the tracing paper over, and 
who is now chopping wood with his left hand 
and holding some invisible substance like air 
under his right arm.—New York Sun. 

A caRLoap of show-bills was confiscated 
last week in Washington because an imita- 
tion of a five-dollar bill had been lithographed 
on them. This was done to prevent the 
people who walked along the streets where 
the bills were pasted from being arrested 
for “‘ passing counterfeit money.”— Union 
Printer. 
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This cut represents many 
men who advertise: they 
reach out hoping to find 


Results. 
YOU don’t do this; you | 


sit down and deliberate and | 
go over the matter as a busi- 
Ness proposition, in the light of all the facts ; 
you study the class of purchasers you wish to 
reach and think of how you can reach the 
greatest number at least expense; you take 
into account the 


Waste of 
Circulation 


| of the different publications—the copies that 
| go to people who could never be buyers— 
then in your clear, final judgment you 


Use 


.»t ne Sun... 


..New York.. 
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(OUR TRILBY.) 





When we say that the 


CLEVELAND 
| PRESS 


Sells 70,000 Copies Daily 


i 
| We but repeat what every one knows. 
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. Cc. J. BILLSON, 
) 86 & 87 Tribune Building, NEW YORK, 
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THE CaHIcaGco Dis- 
PATCH is one of the 
marvels of modern 
journalism. — Coun- 
cil Bluffs Nonpareil. 


THE Dispatcu is a 
typical Se teage 
newspaper and its 

rosperity has been 
ypical of that of the 
metropolis of the 
West.—Buffalo En- 


lace 
8 ac- 


Ithas madea 
for itself, and 


newspaper of 
West.— Superior 
(Wis.) Telegram. 


It ha’ already won 
the distinction of 
being second in cir- 
culation of the even- 


and it is pu lished 
in arapid city. 
coln (Neb.) News. 


THE DispatcH is 
not an almanac—it 
is a live newspaper 
= a saay ont, Seo. 
—Virginia 7] 
Heraid. 


By a bold and en- 
ergetic policy it has 
made a place for it- 
self in the West and 
is today, in in- 
fluence, circulation 
and ———as 


pers of Chicago.— 
iladelphia Public 
Ledger, 


THE A gg is no 
exception. Its prog- 
ress fas been mar- 
velous.— Toronto 
Evening News. 


THE DIspatcH its 
one of the phenom- 
enal newspaper 
successes of the 
country, a position 
attained by uninter- 
rupted enterprise, 
genuine independ- 
ence and absolute 
fearlessness. — Kan- 
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of success is to receive t 





is patronized by a larger 


It is read 
who form 
purchasin 


It is a live paper for live 
readers, and is patronize 
live advertisers. 
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SIGN 


A SURE 


he 


The 
Chicago 
Dispatch 


number 


| of successful advertisers than 
any other Chicago paper. 


by the masses, 
the great 
g public. 


d by 





The Dispatch will Bring Returns. Try It! 








THE CHICAGO DISPATCH. 


by Jos. R. Dunlop, 
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THE FOUNDATION 
OF A... 


Successful Newspaper: | 


Brains, 
Capital, 
Experience, 
Energy, ) 
Indomitable Perse- 
veranice, 


Knowledge of the Needs 
of the People. 
--- THE --- 


ST. PAUL GLOBE } 


Has All These. | 


EASTERN ADVERTISING OFFICE, 
517 and 518 Temple Court, New York. 
C. E. ELLIS, Manager. 
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It Pays Advertisers 


Because 


It possesses the cardinal features that make it profit- 
able to advertisers, honesty, purity of tone, circulation, 
and the confidence of its readers ; these are the char- 
acteristics that give a newspaper that quality that 
shrewd advertisers seek. ‘*‘ THE AMERICAN” 
is such a paper. Its circulation is good and increas- 
ing rapidly, and advertisers will find it a paying 
medium. George Washington was one of the 
‘““AMERICAN’S” first and most liberal advertisers. 
In the first issue published August 20th, 1773, he 
offers for lease 20,000 acres of land on the Ohio and 
great Kanawha Rivers. By following in the foot- 
steps of the ‘‘ Father of his Country” you cannot 
make a mistake. He wanted the best medium and 
that is what we offer you to-day, 


veer 
CIRCULATION : 
Sunday, - = - 
Daily, . * 
Twice-a=-week, = - 


100,000 
40,000 
45,000 

~2eC> 


A. FRANK RICHARDSON, 


Chamber of C ce, 





Tribune Building, 


New York. Chicago. 
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Baltimore American |; 
Baltimore, Maryland. 3 
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@5" In proportion to population, the number of 
persons leaving Washington for a portion of the summer 
every year is more than three times as large as the hot 
weather out-go from any other city in the United States. 
Every one of the thousands engaged in government 
service at the National Capital is granted a leave of 
absence of at least thirty days every year, and this vaca- 
tion is almost invariably taken in mid-summer. The 
annual problem therefore with this vast throng of health 
and pleasure seekers is—what place can furnish the 
greatest advantages, all things considered ? 

Proprietors and managers of summer resorts who 
wish to share in so large and valuable a clientage as this 
should make their attractions and inducements known 
(and the earlier the better) through the columns of the 
WASHINGTON EVENING STAR. 

Everybody in the District of Columbia who has any 
money to spend for any purpose reads THE STAR regu- 
larly, and its advertising rates, considering the extent and 
quality of its circulation, rank with the very lowest in 
this or any country. 

New York Representative, 


L. R. HAMERSLY, 
49 Potter Building. 
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PRINTERS’ INK, 


THE FIRST CHOICE FOR THE FOURTH WEEK. 





The following announcement appeared in the issue of 
PRINTERS’ INK for March 2oth: 
“An advertisement calculated to make people subscribe 


for PRINTERS’ INK is wanted. 
column, in space of four inches. 


submitted 
fora month, 
ing with 
April 34d, 
played in 
and May Ist 
paid to the 
of the ad- 
chosen, 
also be re- 
together 
names and 
of the con- 
all the ads 

In 
this an- 
a considera- 
of adver- 
have been 

Among 
in during 
week of the 
tion the one 
duced was 
be the best. 
ten by Mr. 
of Pauts- 
Any pub- 
newspaper 
at present 





re- | 


Mr. 
Business 
Man: 


Perhaps you have not obtained the 
results you had hoped for, in your advertis- 
ing. It may be that you have not advertised in 
the right way. The trouble may be with the 
medium or the advertisement. In either case, 
you need advice. The best advice-giver 
in the art of advertising—the recognized 
teacher—is 


PRINTERS’ INK, 


a weekly journal devoted to advertisers and 
their interests. Each issue is brimful of ad- 
vertising sense. Its articles are written by 
advertisers and specialists on advertising, and 
its readers are business men whose desire for 
advice and knowledge in advertising prompt- 
ed them to become its readers. The cost of 
joining this company is but $2 per year. 
Sample copy free. Address, 


10 Spruce St., New York, N. Y. 











Written by H. P. Brown, of Paulsboro, N. J. 


It should be set in single 
The best advertisement 


each week 
commenc- 
the issue of 
will be dis- 
these pages 
$10 will be 
constructor 
vertisement 
which shall 
produced, 
with the 
addresses 
structors of 
shown.” 

sponse to 
nouncement 
ble number 
tisements 
su bmitted. 
those sent 
the fourth 
competi- 
here repro- 
thought to 
It was writ- 
H.P.Brown, 
boro, N. J. 
lisher of a 
who is not 
on the sub- 


scription or exchange list of PRINTERS’ INK may become 
entitled to a paid subscription for one year by inserting the 
substance of the advertisement here shown, adding a word 
of introduction or explanation, and cutting out the item 
and sending it by mail, under letter postage, addressed to 
PRINTERS’ INK, No. 10 Spruce Street, New York. 


—In response 


mse to the invitation, above referred to, a vi 1! leape number of advertisements 
ie to 


Nore. 
have been sent in and man: many of them are of —T” excellence. ——_ of the manuscript, 
at the re eee writing, is ~o 4 two pounds. To decide which is the went Das ot always 
In week’s issue lowever, the one thought best of all will have 
the f four that have alread own—or one t been 4 without having its 
discovered—or a new one that ow not yet come to hand, it is, of course, at this moment not possible 
to announce,—Za, Printers’ In 
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BARGAIN ADVERTISING. 


PRACTICAL EXPERIENCE OF AN OLD 
DRY GOODS HOUSE—WHAT PAYS, 
WHAT DOES NOT, AND WHY. 


One of the oldest and most con- 
servative dry goods houses in New 
York is that of John Daniels & Sons, 
Broadway and Eighth streets. It has 
grown in a quiet, steady way until it 
has annexed all the space in the block 
except one corner, running through 
from Eighth to Ninth streets, and its 
advertising grows also in very much 
the same way. 

Mr. Montgomery, the manager, 
talked to me the other day about vari- 
ous methods of dry goods advertising. 

‘*T believe in bargain advertising,’’ 
he said. ‘‘ We use it continually. Our 
method is unlike that of many depart- 
ment stores. Instead of sending for 
the heads of departments and demand- 
ing of each a mass of material to be 
put into our ads, we select something 
from the whole store and make it a 
special offer—preferably something in 
ribbons and trimmings, because we are 
recognized as the leaders in that line. 

‘“We announce our bargains with- 
out embellishment. We call goods 


by the names familiar to the buying 
public, and not the technical or fancy 


names known only to the trade, 
Everybody knows what a crepon, a 
taffeta silk or grograin is, and so we 
advertise grograins as grograins, taf- 
fetas as taffetas, not as John Smith’s 
grograin or Peter Jones’ taffeta. Peo- 
ple do not know John Smith’s gro- 
grains or Peter Smith’s special brand 
of taffeta, and the use of their unfa- 
miliar names does not prove good 
advertising.” 

‘‘But there are many kinds of 
crepons. For instance, Mr. Mont- 
gomery, would you offer no descrip- 
tions of the new styles, shades or 
fabrics?” 

“Only say in our ad—‘all the new 
styles and shades ’—then when people 
come to look over our stock they will 
find we have just the same style that 
McCreery or Stern or some one else 
has been making a special run on, and 
at prices as low or lower. 

‘‘We believe in resting our case 
on our reputation for telling the abso- 
lute truth. People know when we 
say, ‘Goods at 75 cents that cost 
$1.25, that the value is all there— 
that they really cost $1.25. 

‘‘When we advertise a special sale 
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of goods we first make sure that we 
have the goods actually ia stock, and 
enough of them to last all day—the 
next day, too—would rather put some 
of them back in stock than to say to a 
customer along in the forenoon of the 
first day: ‘Very sorry, madam, but 
allsold. Here is something else that 
is very popular,’ etc., etc., for that 
customer will go away declaring to 
herself that our ads are a delusion 
and a snare and she won’t come back 
—won’t believe us the next time we 
advertise a bargain sale. Would 
rather have her come round the day 
after the sale and when she inquires 
timidly for the goods she saw adver- 
tised, to be able to send her away 
happy. We do not believe in six- 
hour or in fifty-five-minute sales. 

‘*Women know bargain advertising 
is a bid for business—and that we ex- 
pect to make it pay us in some way. 
They know we either bought the 
goods at a big discount and can afford 
to sell low, or that we are making a 
sacrifice to advertise ourselves. But 
in either event they say to themselves : 
‘Those people give what they claim 
to. I can save some money on those 
bargains, since I am going to buy 
something in that line, any way.’ 
They come to the store, find our bar- 
gains just as represented, and end 
by doing all their shopping with us 
for that day. 

‘*Times are very close, and people 
are making a dollar do the work of 
three, yet this year we are doing twice 
the volume of business we were doing 
last year. 

‘*We used as much or more space 
than ever last year, and shall use prob- 
ably more this year. Our advertising 
pays us better every year. We use 
the World and Herald, $6,000 each. 
Evening Post and Mail and Express, 
each 15,000 lines. The 77idbune and 
the Zimes, 10,000 lines each, and the 
Evening World, Sun and Telegram. 

‘* By making contracts for this space 
of course I get position and special 
concessions, I use the space as we 
want it from week to week, and about 
half a column in the Sunday papers is 
our regular thing. 

‘““We do not use the Zridune or 
Times to bring the crowd. Those 
papers reach the old, conservative 
people who have known us for a life- 
time—they read and discuss what we 
say and tell the young people about it 
and they come down here to buy, 
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‘ The ‘carriage’ and ‘ charge’ trade 
that formerly went to Stewart and Jen- 
nings, we now find crossing the street 
overtous, But we don’t want the cheap 
trade Hilton, Hughes & Co. and 
McCreery seem to be cultivating, and 
if they make this a cheap locality 
we shall move.” 

It’s interesting to note that, spite of 
Mr. Montgomery’s anti-cheap policy, 
his store has materially increased in 
size and trade during the past year. 

ADDISON ARCHER. 


SANITARY AND HYGIENIC JOUR- 
NALS. 


Under this heading there appears in 
Printers’ Ink Year Book for 1894 a list 
of sixteen publications. A few of 
these are strictly professional journals ; 
others may be called semi-professional 
since, while probably intended princi- 
pally for the doctors, they are still 
readable enough to be smooth sailing 
for an inquiring layman ; such a publi- 
cation, for instance, as the Sanitarian 
of Brooklyn ; the remainder are news- 
papers of popular hygiene, and deal 
with matters of health and longevity, in 
which the ordinary human being is 
The 


supposed to take an interest. 
present article deals only with those 
publications that are sufficiently non- 
technical to be intelligible to the laity, 
and that come properly under this 


heading. It is almost unnecessary to 
add that periodicals of this class are 
excellent advertising media for hy- 
gienic preparations, since every reader 
is interested in sanitary measures and 
reforms, and more likely to become a 
purchaser of a worthy hygienic appli- 
ance or preparation than one who takes 
no interest in these subjects. These 
publications do not, as a rule, concern 
themselves with drugs or ,medicine. 
Medicine as an art deals with morbid 
or abnormal conditions, and their re- 
moval or amelioration by the use of 
drugs ; hygiene deals with the preser- 
vation of present health by living right- 
fully, according to the laws of nature. 
It is with hygiene that the publications 
hereafter mentioned deal. 

The semi-professional journals are 
the Sanitarian, of Brooklyn, the 
Annals of Hygiene, of Philadelphia, 
and the Sanitary Era and the Dietetic 
and Hygienic Gazette of New York. 

The Sanitarian, of Brooklyn, 
credited with a circulation exceeding 
two thousand two hundred and fifty 
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copies, reminds one strongly of the 
popular reviews—the Worth American 
Review, for instance—both in its style 
and subject matter. It consists princi- 
pally of reports of interesting speeches 
made by the leading sanitarians, and 
is full of ‘‘meat,’’ and as dignified as 
an English review. It is essentially a 
publication for physicians who are 
sanitarians. It is published monthly 
at thirty-five cents a number, or four 
dollars a year, and is edited by A. N. 
Bell, A.M., M.D. 

The Annals of Hygiene, with a 
circulation of, I believe, ten thousand 
copies, is published by the University 
of Pennsylvania, It is much more 
popular in style than the Sanitarian, 
containing a large number of interest- 
ing items relating to health. I should 

lace it among the popular hygienic 
journals, if it did not publish the pro- 
ceedings of the Pennsylvania State 
Board of Health, which occasionally 
gives it a professional tinge. It costs 
the purchaser twenty-five cents a num- 
ber, or two dollars a year. 

The Sanitary Era, of Brooklyn, 
announces itself as not for physicians 
only, but for everybody. However, 
the generality of readers are not inter- 
ested in mortality tables, reports of 
‘*cases” or discussions of professional 
propriety, and this publication conse- 
quently circulates principally among 
physicians, with whom it 1s deservedly 
popular (circulation 4,000). 

The Dieteticand Hygienic Gazette, of 
New York, isa fine publication, with a 
prestige almost equal among both physi- 
cians and the public. I should place 
its circulation figure at about 5,000 
copies per issue. Its subject matter 
consists of long articles and short and 
pithy items. It is, however, a journal 
principally for professional sanitarians, 
and the professional tinge hangs over 
each article like a Damocies’ sword. 
Its advertisements are mostly addressed 
to physicians. 

There are seven popular hygienic 
periodicals—publications edited for the 
people. 

Dr. Foote’s Health Monthly, with 
a guaranteed circulation of fifteen 
thousand copies per issue, comes from 
the office of Drs. E. B. Foote, senior 
and junior, of New York. It is in no 
sense a ‘‘ house organ,’’ though it was 
probably started originally for this 
purpose. Its subject matter consists 
principally of bright, catchy items. A 
large part of its circulation probably 
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consists of free samples, distributed for 
the sake of the advertisements of the 
Messrs. Foote’s specialties, which they 
contain. It is a very good advertising 
medium, however, and the rates are 
almost ridiculously low. Its subscrip- 
tion price is fifty cents a year. 

The Healthy Home of Athol, Mass., 
is the only publication of its kind of 
any importance in the New England 
States. It has a guaranteed circulation 
of eight thousand seven hundred and 
twenty-nine copies, comes in the form 
of a small newspaper, and its style is 
popular. It deals more with ‘‘com- 
mon treatment of common troubles” 
than it does with hygiene pure and 
simple. It is probably one of the 
best publications devoted to preventive 
medicine in the United States. Like 
Dr. Foote’s Monthly, it costs but fifty 
cents a year, and its advertising rates 
are exceedingly low, considering both 
the ‘‘quality and quantity’’ of its 
circulation. 

The city of Battle Creek, in Michi- 
gan, boasts of a fine hygienic publica- 
tion called Good Health. This peri- 
odical is under the editorial supervision 
of J. H. Kellogg, M.D., director, I 
believe, of the well-known sanitarium 
at Battle Creek. The magazine is 
printed on fine paper, is ably edited, 
and has a large circulation (7,500). It 
contains, curiously enough, very few 
advertisements, except those of the 
sanitarium under various names. 

The Journal of Hygiene and Herald 
of Health, of New York, is a well- 
known publication under the direction 
of Dr. M. L. Holbrook, ‘‘ the hygienic 
physician.’’ Its long and very interest- 
ing articles are supplemented by short 
statements and items. It is popular in 
style, and boasts of a circulation of 
four thousand copies guaranteed. 

The Phrenological Journal and 
Science of Health comes from the 
office of the Fowler-Wells Co., New 
York. It gives considerable of its 
attention to phrenology, a science of 
mental philosophy founded on the 
physiology of the brain. Phrenology 
is really the finest system of mental 
and physical hygiene, and the journal 
is its most prominent exponent. Aside 
from its phrenological basis, the jour- 
nal is a very excellent health magazine 
of the more ordinary kind. Thenature 
of its contents insures its going only to 
homes of culture and refinement (circu- 
lation 4,000). 

Health and Beauty (late Humanity 


17 


and Health) calls itself a ‘‘ household 
magazine, devoted to physical, mental, 
moral and spiritual health, and food a 
specialty.’’ It gives due attention to 
these several specialties, and by so 
doing ceases to S a periodical devoted 
to hygiene and becomes instead a 
fairly good general magazine, with a 
strong religious bias. Its originator 
and editor, Ella A. Jennings, M.D., 
is well-known in New York's philan- 
thropic circles. The magazine costs 
one dollar a year, and is credited in 
the American Newspaper Directory 
with a circulation exceeding 2,250. 

A new magazine of this class has 
recently been bidding for popular 
favor, that eclipses all those already 
mentioned, in both its subject matter 
and the number and variety of its 
advertisements. It is called Health 
Culture, a name that sufficiently ex- 
plains the ground it aims to cover. It 
is popular throughout, consists of con- 
tributors from authorities in sanitary 
science, and entirely lacks that pro- 
fessional tinge that obtains in some of 
the older periodicals. Its advertising 
pages give evidence of robust health ; 
indeed, it contains more advertise- 
ments, all of a popular tone, than any 
other publication of its class. Miss E. 
Marguerite Lindley, well-known as an 
authority on the Swedish gymnastics, 
is editor, and Albert Turner, for many 
years the business manager of the 
Phrenological Journal, is helmsman. 
Mr. Turner evidently ‘‘ knows the 
ropes;’’ he is distributing ten thousand 
copies of each issue ‘‘ judiciously” to 
inmates of sanitariums and other pos- 
sible’ readers, and in course of time 
will probably have a very valuable 
hygienic publication from a pecuniary 
point of view. 


——— 
IF I WERE YOU, SIR! 
If I were you, sir! 
I would not do, sir! 
As you, who stand about and sigh and groan. 
And constant say, sir! 
e€ 


““We’ve passed the day, sir! 
When papers pay that keep high moral 
tone.” 
For there are some, sir! 
That have begun, sir! 
To fathom why your paper has not grown. 
And really think, sir! 
That Printers’ Ink, sir! 
Would help your case, as may be easy shown. 
se advertise,*sir ! 
efore men’s eyes, sir! 
In Printers’ Ink, for that’s surpassed by 
none. 
And you'll soon say, sir! 
You bless the day, sir! 
You knew there was an “ advertising ’’ zone. 
E. L. Situ, Boston, Mass, 


, 
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A TALK ON ADVERTISING. 


By an Advertising Agent. 


In describing recently the present 
position of the general advertising 
agent towards the newspaper pub- 
lisher, Mr. D. M. Lord, of the Chi- 
cago advertising firm of Lord & 
Thomas, said: ‘‘ During the time I 
have been an advertising agent, the 
relations of the craft to the newspa- 
pers have greatly changed. Formerly 
they were of such a character that 
publishers would rather invite a wolf 
into their midst than an advertising 
agent, as they regarded us all as prey- 
ing upon the country newspaper. They 
imagined that we did not prey to the 
same extent on the metropolitan pa- 
pers because the latter were more able 
to protect themselves. This policy, 
however, has changed and for the 
better. We agents have become the 
educators of the business public— 
teaching them to advertise. The 
greatest friend the newspaper pos- 
sesses is the man who educates the 
om in advertising, and, hence, a 

etter feeling has grown up between 
agent and publisher. 

“Tf any one should say to Armour & 
Co., ‘There is a mam going around 
the country teaching the people to use 
‘* Beef Extract,’’’ do you think Armour 
& Co. would consider that man an 
enemy, as preying upon them, even 
though he should tell the people that 
the ‘Extract’ could be purchased for 
a lower price than the one ruling in 
the market ? 

‘‘An advertising agent is now recog- 
nized as a useful factor between the 
publisher and advertiser. 

‘‘The former manufactures space 
which the agent is anxious to sell to 
the latter, who is the consumer. We 
show how the space can be used most 
profitably. In the evolution of the 
business, our position has changed 
from that of an agent to that of ne- 
gotiator. Instead of being arepresent- 
ative of the newspaper, we are now 
the responsible factor which brings 
the manufacturer and consumer to- 
gether. 

‘* When a man commences to adver- 
tise, nowadays, he goes at it in an in- 
telligent manner. He selects a cer- 
tain territory, prepares his advertise- 
ments with the greatest care and fol- 
lows it up with collateral work. Here 
comes an opportunity for men in my 
line to do work systematically and in 
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an expert style that publishers, for 
obvious reasons, could never equal. 

‘*A Chicago business man was man- 
ufacturing an article needed in tens 
of thousands of families in this city. 
In connection with its manufacture, 
there came what might be called a 
bi-product. The man entered our of- 
fice one day and said if he knew how 
to advertise it, he was confident that 
a fortune could be made from the two 
articles. Now, there is a good deal 
in expert advertising writing. There 
must be the ability to put things in a 
proper shape, and to make the ads 
catchy and taking. So we turned this 
manufacturer over to our advertise- 
ment writer, who coined a name for 
the bi-product, composed some ads 
for it and submitted a scheme for ad- 
vertising it, which involved an ex- 
penditure of some thirty thousand 
dollars. The result is that that busi- 
ness is now one of the greatest suc- 
cesses in Chicago. 

‘‘Now, what I claim is that that 
man could not have managed that ad- 
vertising because he did not know 
how to go to work. The twenty-five 
years’ experience represented by our 
firm was the factor which accomplished 
it. The name of the original article 
was long and cumbrous, and the one 
we coined new and catchy. Being a 
shrewd business man, the manufact- 
urer recognized the probability of suc- 
cess in our scheme, and the results 
proved his judgment was right. 

‘There is one question frequently 
put to me by publishers: ‘ What is a 
fair rate for advertising space ?’ 

‘*This is a problem which no man 
has yet been able to solve. As an il- 
lustration, I will instance the papers 
of Chicago. If I was selling bonds I 
would put an advertisement in the 
Tribune, because it is the best medium 
for that purpose. I could better af- 
ford to pay $4.00 per line to the 
Tribune than $2.00 per line to all 
the rest. The Zyidbune has not as 
large circulation as some, but it goes 
to a class of people that buy bonds. 

If I wanted to hire a printer, how- 
ever, or engage a servant girl, I would 
advertise in the Chicago ews in pref- 
erence tothe 77iéune. Consequently, 
the 7ribune and the Mews are entitled 
to different rates under such conditions 
as I have named, for theVews is justi- 
fied in charging a higher rate for the 
class of advertising I have named for 
it and the 77idune can charge a higher 





rate for the other class of advertising. 
To make a fair rate the publisher must 
take into consideration the local 
dealer, the outside advertiser, the size 
and character of the circulation and 
the amount of home patronage to be 
expected. I would say to him, consider 
all these points, then make a rate and 
stick to it. I confess there will be 
some trouble at the start, but when we 
have put you through the fire and have 
tested you, you will sail on a smooth, 
glassy sea, which means more business 
and better rates. Without the adver- 
tiser, where would you be? You must 
know that the large Chicago dailies 
sell for less than the white paper costs, 
and that they depend upon the adver- 
tising for their support. The most 
successful papers in Chicago, and the 
ones that pay dividends at the present 
time, have a rate which they stick to.” 
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ART POSTERS IN MONTANA. 


A short time ago the ministers of a little 
town banded themselves together to purify 
and elevate the stage. An opera company 
came along, and soon the bill-boards were 
covered with lithographs of female loveli- 
ness. Here was a chance for the clergymen, 
who, armed with a bundle of tissue paper, a 
pair of shears and a pot of paste from the 
print shop, went to work to drape the un- 
adorned pictures with chaste though rather 
thin tissue paper Mother Hubbards. They 
then retired to watch the results of their labor 
and to criticise their work of art. Of course, 
everybody within a radius of thirty miles 
heard of it, and on the night of the perform- 
ance the “Standing Room Only” sign was 
hung out, and the saloons around the corner 
had a hard time to take care of the overflow. 
The question is, was it a success? We think 
it was, for the theater receipts show it, the 
opera company says it was, and the ministers 
have nothing to say.—/Jackson Pilot. 

—-—_—~-> - 
Tue man who is never behind 
In the race for the ccveted prizes, 
Is he of the wide-awake kind 
Who steadily advertises. 








THE SMITHSONIAN INSTITUTION. 


1 have the honor to inform you that No...£- 
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THE KEY T9 SUCCESS. 


Well, friend, I’ve learned the lesson 
You tried so long to teach, 

And now, at last, I’ve grasped the prize 
For years within my Seaah 

I’ve struck the key-note of success, 
So near to all the wise, 

I’ve thrown aside my foolish whims 
And learned to advertise. 


When first I struck this city, 
With merchants to compete, 

I thought I'd leave them all behind 
With business methods neat. 

But, friend, alas! my country ways 
Were far behind the times ; 

And while I counted pennies, small, 
My neighbor counted dimes. 


I tried to draw attention 
By hand-bills, scattered wide ; 

But they were useless as the weeds 
Thrown up by ocean’s tide. 

Then circulars, so neat, addressed, 
I sent throughout the town, 

The mails were loaded with these sheets— 
My shelves, too, loaded down. 


I tried a crier, basso, 
Who stood outside my door, 
He drove away what trade I had, 
I want him there no more. 

My clerks were getting idle, quite, 
Though fresh and new my stock ; 
While in and out my neighbor’s store 

The crowd would daily flock. 


At last I tried the papers, 

The 7imes, Post, Herald, too. 
The ad men came and wrote me up— 
They taught me something new. 

I use the papers every day, 
I'll ne’er do else beside ; 
You see I’ve just built on a front, 
nd now it’s none too wide. 


os 


ADVERTISING ales is profitable if nothing 
“ ails’? the advertising. 
eae 


“Our underwear will outwear in wear 
any underwear sold elsewhere,” is the per- 
plexing line used by a Brooklyn gents’ fur- 
nisher. 


a 


Tue Janesville Machine Co., of Mexico, 
Mo., is endeavoring to advertise its Disk Cul- 
tivator by sending prospective customers a 
corn-cob, the core of which consists of a tight- 
ly rolled pamphlet, entitled ‘How to Increase 
the Corn Crop.” 

—_—_——_—_+or 


Tne Chicago J/nterior, the organ of the 
Presbyterian church in the West, appeared 
this week with the partially nude picture of 
a prominent burlesque actress covering al- 
most the entire first page. The clergy and 
elders rose up in their wrath and have been 
chasing ‘the editor, Dr. W. C. Gray, ever 
since. The editor, who took to the woods, 
to-day ome that a man came along and 
told him that the figure was from acollection 
called “‘Sarony’s Living Pictures,” and repre- 
sented the biblical personification of ‘‘Hope.”’ 
He thought “Hope” very beautiful, but did 
not know that she was going to play at one 
of the theaters next week. He liked her so 
well that nod yen her on the first page in all 
her undraped perfection.—Ottumwa Demo- 
erat, 
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Business Man—You remember that ad I 
had in your paper and took out two months 
ago? ell co to have it put back again. 
Editor—Why, I thought you said that 
no one noticed it while it was in. 

Business Man (humbly)—They didn’t seem 
to until I took it out.—From a Belfast 


paper. 


——_+ -—___——. 


Tue power of a 7ribune ad was conspicu- 
ous in a case last Sunday. A man wanted to 
find a domestic who was in his service in 1893. 
He knew her first name only. He had heard 
nothing about her since she quit his employ. 
There was about one chance in twenty of her 
seeing the advertisement, as she was not 
noted in that direction. But the ad asking 
the whereabouts of (the given name) 
was inserted, with the request that she report 
to the advertiser’s home address. Sunday 


afternoon she responded. She had not seen 
the ad, but had dreamed that she was wanted 
by her former employer, and, looking up his 
name in the directory, she found his address. 
Of course it was the influence of the matter 
in the ad over mind that produced the dream. 
—Chicago Tribune. 


- se 

Messrs. CLapp & Co., bankers, Mills Build- 
ing, New York, send to Printers’ Inxk their 
sumptuous souvenir book of 1894 and request 
areview. Stock quotations are not exactly 
in Printers’ Ink’s line, but Mr. William 
Johnston, our excellent foreman, thinks that 
this book ought to have some recognition be- 
cause it is a specimen of Mr. — own 


—w in the typographic art, and the 
press wor the 


is done b erris Bros., who 
also serve Printers’ Ink. For a third reason, 
the book itself is such a good example of the 

rinting qualities of Mr. Johnston’s cele- 

rated cash-in-advance Printing Inks. On the 
whole, therefore, there would seem to be am- 
ple reason for giving this souvenir volume a 
first-rate send off, and this notice is respect- 
7 submitted to Messrs. Clapp & Co. as 
such. 


Ocutist—Many odd cases pass under my 
observation. One of my patients is subject 
to a curious optical delusion, one possibly 
unique. I can scarcely describe his affliction, 
but it is something on the order of double 
vision. For instance, the figures 100 always 
appear to him as 100,100, ano 

tditor (hoarsely)—Where can I find him? 
He’s the man to have charge of my circula- 
tion books ! 
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HIS GREAT SCHEME, 


After an extended experience in the publi- 
cation of country newspapers, I have come to 
the conclusion that the advertising agencies 
should be given the cold shoulder. he ad- 
vertising agencies have ruined prices, and un- 
til the country newspapers refuse to do busi- 
ness with them at any price, foreign adver- 
tising will not be worth the care and trouble 
of keeping the positions right, to say nothing 
of the space. Thave thought of a plan that 
would, if carried out, raise prices to a profita- 
ble basis, remove care and worry from the 
editor so far as this class of advertising is 
concerned, and make it possible to starve out 
the agents who have grown rich at the ex- 
pense of the country editor : 

Let the editors of each congressional dis- 
trict form an association. Let them select one 
man who shall handle all contracts. Let him 
secure the actual circulation of each paper in 
his district, and by and with the consent of 
the editors fix a certain rate per inch per 
thousand of publication. When a contract is 
made it is to be made for every paper in the 
district, each one to be remunerated accord- 
ing to its circulation. Whenever a contract 
is offered to an editor he is to reply ona blank 
furnished by the association, stating that all 
contracts have to be made through the party 
chosen by the association. The contracting 
agent is to be allowed 1o per cent on all con- 
tracts, is to receive and pay out all moneys, 
and shall be furnished with stamps, books 
and stationery, There shall be no preferred 
positions, no dealing with advertising agen- 
cies, and an ad inserted in one paper must be 
inserted in every paper in the district.—e- 
braska Editor. 


ADVERTISING CIGARS AND TOBACCO. 


There can be no doubt of the fact that this 
is a light business, therefore it may be treated 
lightly in advertising, and one should follow 
up his resolve to advertise, and not let the 
project end, like his cigars, in smoke. 

Advertise freely in the newspapers, but 
don’t puff your own cigars too much, or you 
will smoke up the profits. Better let your cus- 
tomers puff them. 

The best advertisement is a good article. 
Sell a good cigar and it will be in everybody’s 
mouth. Give people credit for good sense 
and honesty, but insist on spot cash for your 
cigars. 

Don’t keep weeds of the highest rank, for 
remember that nobody likes rank weeds. Be 
brief and brainy in advertising your cigars, 
which should be of varied qualities to suit 
different tastes. Be mild in your claims, 
strong in your arguments and choice in your 
mediums. 


—— 


THE TWO MERCHANTS. 


“To advertise when trade is dull, 
Is useless, don’t you see ?”’ 

“I advertise each day, and trade 
Is never dull with me.” 


—_+o»—__——_. 
Two little stores stood side by side, 
Trade thrived in one, in t’other died ; 
’T would not be very hard, I think, 
To tell which one used Printers’ INx. 
++. 


To begin well is to end well ; 
To save well is to spend well ; 
To stay wise in your enterprise 
Is to begin wise and advertise. 
— 
Two Dotiars yearly? Only think— 
Four cents a week for Printers’ Ink ! 
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COLORED INSETS IN MAGAZINE ADS. 

There are found in the advertising pages of 
the April i two ples of an in- 
teresting development of modern advertising 
in the colored inset ads of the Autoharp Co. 
and the N. C. Fairbanks Co. The Autoharp 
ad is an artistic work. To me it seems to be 
a very little better than their ordinary ads— 
though that is slight praise. Perhaps it is at- 
tractive to me because of its colors. The 
Fairbanks ad is up to their usual standard 
(which, in my opinion, is very high). On one 
side is ad of Copco Soap, with a picture in 
Beardsley’s style—the style that the posters 
have perpetrated. The reverse has a Cot- 
tolene ad. I have seen the Fairbanks ad in 
the Cosmopolitan, Lippincott’s, Review of 
Reviews. The Autcharp ad appears as an in- 
set in the Cosmopolitan and on the two inside 
covers of the Review of Reviews. 1 suppose 
both will appear in the other magazines when 





they come. 

The revival of this scheme by two exten- 
sive advertisers suggests the inference that 
these realize that many readers, who now 
hurriedly glance through the wilderness of 
advertising pages, may stop to examine more 
closely the colored page, when the most at- 
tractive black and white ad might be passed 
unnoticed. If the inset attracts such readers 
in addition to those who read all ads habitu- 
ally, or if it attracts those who never read the 
ads, it accomplishes its purpose—but will it 
not compel other advertisers to do the same, 
thus defeating that purpose? 

hat such schemes are necessary seems an 
argument against advertising in mediums 
where the ad must be so unusual if it is to be 
read. These mediums are costly. Ifthe ads 
of one or two firms are inserted in a form that 
is unusually different from the remaining ad- 
vertising pages, do other advertisers get what 
they pay for? It seems to me that the ac- 
ceptance of an advertising contract from any 
advertiser is accompanied with a tacit agree- 
ment that he will have all advantages ex- 
tended to other advertisers (preferred posi- 
tions excepted). But does not this inset put 
other advertisers at a disadvantage? And 
would it not be better for such advertisers to 
use mediums where the inset is not used ; 
where the advertisers meet on equal terms in 
plain black and white? W. J. Corcoran. 


RATHER PERSONAL. 
Wifey—Dear, let us go to church to-night. 
Hubby—All right. Do you know what is 

to be the subject of the sermon? 
ifey—-Ananias and Sapphira. 


I don’t 


— (circulation man of the Moon)—O, 


I guess I don't care to go, after all. 
feel any too good. 
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‘GET OUT OF THE RUT.” 
By E. L. Couillard. 


What ad-solicitor is there for the local 
paper who will not say it is dry bread to 
wiggle an order from a druggist? Yet they 
are, as a rule, better educated, by virtue of 
their calling, than the majority of merchants. 
He has to be. He has a smattering of Latin 
and chemistry. Knows materia medica fair- 
ly well. Studied physiology when he went to 
school, but has forgotten all about it now. 
Pharmacology, toxicology and metrology own 
a small portion of the gray matter in his 
brain; and yet he is the poorest advertiser 
along the street. 

Why is it? 

Here are his reasons: 

1st. He says he don’t need to advertise. 
His store is on the corner. Everybody sees 
it when passing. His red or blue globes can 
be seen half a mile away at night. 

and. There are too many drug stores in 
his town. One on every corner. 

3d. He hasn’t any bargains. 

4th. Everybody knows what a druggist 
keeps, and when they want anything they 
drop in the first drug store. 

sth. No use advertising patent medicines 
— by somebody else. No money in it for 

im. 

6th. Can’t advertise his own preparations 
and get his money back. 

These and more ate the stone walls the 
solicitor bucks against ; and did you ever no- 
tice it takes a deal more argument and per- 
suasion to convince a druggist, while one- 
half of the same amount of energy exerted 

n any other merchant wil! be productive 
of fine results. And why is all this? The 
average druggist stays shut up in his store 
from eight in the morning till ten at night. 
He salon reads the local paper and scarcely 

lances at his trade paper. So anxious is he 
or the ducats, he makes a spring from his 
chair every time the door opens, and wonders 
why more people don’t buy something else 
besides postage stamps. Or he gets to thinking 
growing deeper in the rut, all for the lack of 
the proper influence he might derive by keep- 
ing in touch with the outer world. 

o much for his side of the story. Now 
for a way out of the mire. 

The very fact of an over-abundance of 
drug stores should induce him to advertise 
and impart an individuality to 47s store. His 
is a corner store, to be sure, and everybody 
sees it, but if we could trace the mental oper- 
ations and impulses that prompt one to almost 
unconsciously pass by three or four other 
drug stores to trade at a particular one, we 
would find it started from the direct impres- 
sion of some form of advertising. 

As for bargains, he can easily make them. 
For instance, cut the price on a “ bristles are 
warranted to stay in’’ tooth-brush. The only 
best channel to publish the fact is the news- 


aper. 
" teis really remarkable to note the antipathy 
some druggists have for selling patent medi- 
cines. It may be accounted for, in a meas- 
ure, when we know they are obliged to cut 
prices in order to keep up with the com- 
petition ; but, considering the manufacturer 
of them spends a comfortable fortune yearly 
in publicity and the goods reach the consumer 
through the drug trade, it seems as though 
the druggists ou St to cultivate more friendly 
relations toward them and display them in 
their windows, or otherwise help their sale. 
Some druggists say it does not pay to 
advertise their own specialties —for every 
druggist has one or two—simply because 
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they never tried it, or if they did, did 
not do it right. Here is where PrintTers’ 
Ink gets in its work. The suggestions from 
the retail ad department in the paper alone 
are worth the subscription price—$2._ It 
keeps him in touch with the brightest brains; 
keeps him posted on smart things other ad- 
vertisers are doing. Suggests new schemes 
for window dressing; catchy head-lines and 
new ideas for constructing their ads. It re- 
produces novel advertisements from different 
parts of the country, and altogether, the sus- 
cessful druggist finds it ‘a great help.” 
—S 
CONSERVATISM RECOMMENDED. 
By Clifton S. Wady. 

There are a few lines of business wherein 
conservatism and dignity are important and 
well-acknowledged pmo fli of their conduct 
and the advertising of these cannot be treated 
in the light, off-hand—often insulting—man- 
ner peculiar to the methods of not a few con- 
cerns we meet with in the public prints. Not 
profitably. 

For instance, in the drug business it would 
hardly be the course of wisdom to begin an ad 
after this style: 

“ Ah, there, old man! Been on a bender 
again? Big head this morning? Try our 
blue bullets for bibulous bums—splendid 
thing for dispelling the dizziness of a dreary 
drunk.” 

Again, the nature of the drug store custom 
poutaien the possibility of working off such 
stock expressions as: ‘‘ Terrible slaughter ;”’ 
“Prices cut in two;” “ Stock-taking bar- 
gains ;” “‘ Job lot cheap ;”’ or the black-faced 
scare-head of ‘Great sacrifice!” If there is 
any sacrifice made in a drug store it is that 
of time ; for nobody’s “‘ hours are “ longer ’”’ 
—unless it be those of the watcher with the 
dead ! 

With the above exceptions, however, all 
kinds of advertising are open to this business 
as are afforded others. Chueantaneen must 
dictate which of several is best, if but one is 
to be adopted. Taken “by and long,” I 
think it safe to advise that the druggist take 
space in his local papers, and change copy 
frequently. He may get some of the advan- 
tages of illustrated work by using a cut 
originated for his own purposes, and mortised 
for setting up new ads as written. 

And now for a week’s supply of specimen 
ads such as I would advocate here. e six 
cover subjects which occur to a buyer as 
being “‘every day.’”’ With this start it is 
hoped the druggist-reader, who has not 
hitherto tried his hand at ad writing, may 
continue, and profitably do so. 


>> 
IT WOULD TAKE TOO LONG. 


When you advertise on the billboards you 
can see where every poster goes; your bill- 
poster can account for every sheet you have 
given him. He can, if need be, take you 
with him ona round of his various routes, 
and point out each bill to your entire satis- 


faction. Can any newspaper do the same? 
—Billboard Advertising. 
acca iil 

A coop plan to pursue is to write out your 
advertisement, specifying prices, etc., and 
then summon the brightest newspaper writer, 
tell him to improve on it and pay him for his 
work, Asarule merchants leave too much 
to the discretion of the advertising solicitor. 
His business is to solicit your patronage, not 
to prepare your announcements.—Boot a 
Shoe Recorder. 
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THE THREE-SHEET POSTER 


Oh, glory of the country town, 
When on it we go swooping down, 
Strike jay hotels, with beds of ease, 
And landlords warranted to please— 
Extol the three-sheet poster ! 


Laud ye its virtues to the skies, 

Its pictures, forms of lurid dyes, 

That catch the hayseed’s lively taste ! 

Oh, hither bring the brush, the paste, 
And raise the three-sheet poster ! 


The stern old judge, upon his way, 

Lingers awhile, with feelings gay ; 

What is a case of law to hi 

Points, briefs, now wax supremely dim, 
Beside the three-sheet poster ! 


The doctor stops his shambling gig, 
And aonatons Ute wise, rusty wig; 
What cares he for his patients’ ills ? 
His varied potions, plasters, pills ? 
He likes the three-sheet poster ! 


The country teacher eyes its joys, 
And how! with glee the farmers’ boys ; 
The parson turns a fearful eye, 
While fascinated he goes by— 

Squints at the three-sheet poster ! 


The glorious banner of the free 

Knows not such popularity ! 

For this waves ever o’er the land 

To herald in each one-night stand— 
The florid, three-sheet poster ! 


Like lovely flow’rets of the field 
To swift decay, alas! ’twill yield! 
Without a single, warning note, 
Down sweeps the predatory goat— 
And scoops the three-sheet poster ! 
—Minneapolis Times. 


— 
ADVERTISERS OF COLUMBUS, 0. 


Mr. Eugene Lane, one of the leading at- 
torneys of Columbus, has recently discovered 
a decidedly new and paying way to adver- 
tise property that is placed in his hands as 
the administrator. A short time ago Mr. 
Lane, when he was made administrator of a 
case, simply advertised the property in the 
usual legal manner, ‘* Administrator’s sale of 
real estate. In pursuance of an order of sale 
from the Court of Common Pleas,” etc. The 
law of Ohio requires five insertions, one time 
a week in one newspaper in the county. Mr. 
Lane never met with any success in pursuing 
that method, for he said only the real estate 
sharpers would be present on the day of sale 
and the property would never bring over half 
of the appraised value. The next time acase 
of administratorship fell to Mr. Lane he ran 
the legal advertisement and in connection 
had ten or fifteen-line readers in the daily 
newspapers stating that a valuable piece of 
property was to be sold at the Court House 
on such and such a date and naming the lo- 
cation of the land and other minute inci- 
dents. The last piece of property handled 
by Mr. Lane was appraised at $8,000, which 
was thought to be too high. All persons in- 
terested in the matter prophesied that not 
two-thirds of the appraised value would be 
bid. A week or two before the sale came off 
Mr. Lane ran readers in the daily papers to 
the amount of $20, and was surprised to find 
the corridor of the Court House where the 
sale was to take place crowded on the day of 
the sale. The day was the coldest that was 
experienced this winter. The property 
jy ge 1550, to the surprise and gratifica- 
tion of f ‘faterested. r. Lane attributes 
his good sales to the readers, and the fact of 
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the success of his scheme is being brought 
out by other attorneys doing the same. 


“se 

The following advertisement has been seen 
quite frequently in the newspapers of this 
city. It reads as follows: ‘ For Sale—Piano 
—Hiteme family must sacrifice their elegant 
cabinet, grand upright piano at once ; maker’s 

arantee. Any reasonable offer accepted. 

n Sunday, Monday and Tuesday, 46 W. 
Fulton st.” 

The “ private family”’ referred to in the ad- 
vertisement is a young lady who is traveling 
from city to city selling pianos for an Eastern 
house in the above manner. Crowds of people 
visit the residence on West Fulton street in 
the hope of getting a piano cheap that has to 
be disposed of. Suite a few pianos are being 
sold by the young lady. he best of the 
scheme is the cheapness of the advertising, 
which costs only 25 cents each insertion. 


ate 


Lazarus’ mammoth clothing store has 
catchy cards in the windows of their stores 
worded as follows: ‘‘ No watch in the world 
keeps up with time better than we do with 
fashion.” ‘“ Ties for weddings and ‘oe * 
tions, ties for street dress, no exception. e 
have them here to suit all minds, many styles 
and many kinds.” ‘“‘ We (here a large black 
spot) out hard times and high prices.” “If 
you want this spring’s goods and this spring’s 
Styles we'll spring a surprise on you when 
you spring your eyes on OUR goods and 
spring your EARS to hear the unheard of 


low prices, and we spring but one price to 
all.’ 


ats 


The churches of Columbus are innin 
to advertise along with merchants in their 
business. The Broad Street Presbyterian 
Church have gotten out a very pretty card 
about the size of 6x8. On the lower right- 
hand corner is a weekly calendar. The dates 
of the calendar are in large numbers, with 
blank space on the immediate right for notes 
and memoranda. Along the extreme right 
side are Biblical verses that are in order with 
the days of the months. On the last week of 
the year 1895 these words are printed: “ In 
the last days—Beware lest you fall from your 
own steadfastness.”” The card is neatly 

rinted in different colors and contains the 

our for all the services during the week, the 
address of the church, the pastor’s name and 
residence, the ruling elder, etc. The card al- 
together is a “7 valuable aid for a book- 
pence ye te desk. Trinity Church also have a 
card similar in man 


r respects to the Broad 
Street Presbyterian 


hurch, with the excep- 
tion of the calendar. It has the address of 
the church and the pastor’s name. In large 
t the words, “All seats free” and 
“Strangers are welcome ” adorn a prominent 
lace on the card. The Second Presbyterian 
Church have just gotten out 5,000 small cards 
on which are the subjects of the Sunday 
evening discourses. ‘All the city churches 
have the church notices in the Saturday 
newspapers, but none announce the subjects 
or anything in connection of a church in the 
Sunday papers. I saw in an article in 
Printers’ Ink the words, “ Fight the devil 
with fire.”’ - I wonder why that could not 
applied to churches advertising in the Sunday 
newspapers ? 
ats 

A firm that recently had a fire in their es- 
tablishment hung out this sign for passing 
pedestrians to read: “‘ Fire shoe sale. Water 
damage only ; nothing hurt but the price.” 
Lewis GarRRISON. 
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Medical 
Advertisements 


are my particular specialty. 


I write advertising matter 


on all subjects, for all purposes, but I have been flatter- 


ingly successful with medical matter. 


Inclination, 


training, knowledge, experience, and equipment fit me 


for doing such wor 
to some of the leadin 
ads are about $ro eac 


are illustrated they cost more. 


as it should be done. 
advertisers of America. 
, $100 for a series of 12. 


I can refer 
Medical 
If they 
I also write bocklets, 


circulars, pamphlets, labels and direction sheets. 
Write to me about your important work. 


Charles Austin Bates, vanaerbitt Bia, New York. 


as alicil celatianaiiaaailiii cai cite 





A mercuant shut his pocket-book 
’Gainst advertising with a snap 
Then settled down quite undisturbed 
To take a Rip Van Winkle nap. 
bs sll ssctinecteen 
A TRADESMAN who lived in Racine 
Was miserly, stingy and mine; 
He did not advertise, 
So the dust and the flise 
In his store were the only things sine! 





Classified Advertisements. 
dvertisements under this head, twolines or more 
without display, 25 centsa line Must be 
handed in one week in advance. 
V7S. 


Ga HOUSEKEEPING. Ads. 


WAN 


G ‘OOD HOUSEKEEPING. Ads. 


N EW and ork nal designs for illustrated ads— 
pe for first order. C. M. WIENER, 
uth Whitley, Ind. 


\ ’ ANTED —Partner ; Siteon, hundred dollars ; 
take half interest in dai iy pa paper. For par- 
ticulars address “ HUSTLER,” Printers’ Ink. 


Pre. are a good ad writer and want to om 
a --3r D. C., address me, incl 

one sa ‘wanted. 8. M. GOLD. 

SMITH, ‘Washington imes. 


Di man who. -Do you want a workin 
ho knows his business (ad 
5 po be one is a hustler! I might i 
- Printers’ Ink. 


WANTED—Position as. as telegraph editor or 
— of composing room, by h 
has years of experience in both capacities. Ad- 
dress “XYX,” care of Printers’ Ink. 


\ 7ILL U WRITE a man, with pewe 
bd fifty, experience, whose hu 

ness al . appearance, re’ seneem | 
eeetactor se “Baily pret ferred. “ W. 


a 


per and 
le,” busi- 
will een 


\W ANTED_ Name pad and address of first-class 
_——— business. Please send 
amines of cards and sign sand we era 
hold articles. ’ omen at once, A. H. W 


ge 
7 ANTED—Newspaper paper publishers desiring to 
W sell I should communicate to us with full 


Barticula of what they have to sell. MASSA- 
HUSETTS NEWSPAP! R EXCHANGE, Back 
Bay, mn, Mass. 


TS married see = ——— 
usiness management of a lea 
sires position to ma paper in thes sath oF ~<A 

Southwest. Now k in ¢ ‘hicago. Good 
sons for change. Address “ M.,” Printers’ a 


QENIOR owner, mana editor and business 
‘ manager (all in one) o! 
ing. 00 concern wants ~ m on metropolitan 
daily or bright city paper. Rapid writer u i 
ag > Sur reliable. Address “ EXT 
rs’ 


T° EDITORS, etc.—Advertiser now writing 
torial and special descriptive work on 
provincial evening daily seeks a change; crisp, 
pungent fin-de-siecle writer on politics, —— 
ete. ; agen proofreacer ; would edit and 


manage small ; 
Write DAVID, this office. 
eal 





salary. 
NE WSPA PER INSURANCE. 


[HE YANK, Boston, Mass., wards off business 
death. 60,000 monthly. 


TO LET. 
Y ANK, Boston. Space. 


XY COD HOUSEKEEPING. — Spac. 

3 6H. P. HUBBARD, Megr., 38 Times Bldg., N.Y. 
OOD HOUSEKEEPING. “Spar 
H. P. HUBBARD, Mgr., $8 Times Bidg., N. y 


> 


MERCANTILE LAW. 


AVANAGH & THOMAS, Omaha, Nebraska, 
J ozs and adjusters. Gontections of job- 
bers handled anywhere in lowa or Nebraska 
with success ; 2,000 of the leading Eastern job- 
bers examine our reports every week. Are rec 
ommended by all « redit men as the best system 
= watching their trade. Write us. Reference, 
. & J. Sloan, New York City. 


—— +e 
ELECTROTYPES. 


yo PE, LINOTYRR +4 |; 
\) metals ; LATES for 
etchin, MERCHANT & C & CO. .—. ost Arch St., 
Piiadsiph, Pa. — 


# 50 and get our best half- —_) pestess. 

kinds of cuts at ites 
Wri ite i your wants. CHICAGG "Pa = 
GRAVING CO., 185 Madison St., Chi 


= ga write roe _— ads, ce one thing 
—you can e 
Think ‘Of us ; $1.50 for’ best halt tone ent pel ic 
like that and work the best. CH Roe 
ENGRAVING CO., 185 Madison a "leas. 
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STREET CAR ADVERTISING. 


VOR Street Car Advertising, 


everywhere, 
GEO. W. LEW1SOO., Girard Bi 


idg., Phil’a, Pa. 


- 
PRINTERS. 


7 AN BIBBER'S 
Printers’ Rollers. 


HE LOTUS PRESS, 14) West 28d St., N. Y. 
(See ads under ‘Advertisement p 8 Ba 


) aaeeane Ve make type ype, cases, stands ona 
hase—everything go a printer Seoke—om 
our prices are s first. SLRER 


re the best. 
&B NAN, 20 to 206 William St., N.Y 


ZOORLETS by the million, to hs alias your 
> basi . per Laeup. Write for esti- 

ates 0} your work. Low aot petoee | qi the U.S. 
SPRING ELD PUB. CO., Springfield, 


NOVELTIES. 


ADVERTISING 
_- y for samp le novelty sign, 14x 
S$ Winpow. W ADV. 0. 6 Division St N.Y. 
Soma Glass Pen. Your ad in the aew 
handle. $15 per Le; 270 for 5,000. Wri 
000 wortis with one dip of ‘ink. 
yOHN JACKSON, Station K, N. Y 
re the purpose of inviting announcemente 
of Advertising Novelties, likely to benefit 
reader =. well as advertiser, 4 lines will be in- 
serted under head once for one dollar. 


Re ETAIL MERCHANTS—You can publish neat 
oer sory t monthly papers of Se ae —_ 


I Iie for 40" includ ys Cr space 
for your for $0, ine Only on ea a town 
ey it jiistgty® TOPIC PUB. CO., 295 
Washington St., Boston, Mass 


> 


SUPPLIES. 


Samples 5 oan, 


vn BIBBER’S 
Printers’ Rollers. 


INC for — = BRUCE & COOK, 190 Water 
or! 


4 St, New Y 


| ‘HIS PAPER is printed ‘with ink manu’ 

ured by the W. D. WILSON PRINTING INK 
cO., L’'t’d, 10 Spruce Bi. .» New York. Special prices 
to cash buyers. 


PD®° GGISTS—We make a specialty of fancy 
—_ t —— a for fine trade. 
Send 6 cents in fampetor ur modern catalogue. 
GRIFFITH, AXTEL & CADY Co., ‘printers and 
embossers, ‘Holyoke, Mass. 
wes sell et xe] Fone ante rinters® 
good XX 6% H.C. ite En- 
wanna Srinted at wien oar card and ps dn 
f. o. b., for * check with order. ga toek my 


envelo} r $8.50. ewes guaran 
RYOCK, P Printer, Zanesville, O 





Mu ISCELLA NEOUS. 
G OOD HOUSEKEEPING. Excellent. 


G OOD HOUSEKEEPING. Excellent. 

66 [ her Post-InTELLIGENCER Seattle has one 
of the four great papers of the Pacific 

Coast.”"—Harper’s Weekly. 


r s Buckeye Chalk Plate Co., 52 Frankfort 
, Cleveland, — nag plates less than 
60 per cent original cost. Write for circular. 


Ys A in ink (fo 


gh ge ge nm ink (for engraving) and a 

bill will » tg superb “cushion” auto- 

pas rubber =. I e them. L. E. KEN- 
EDY, Findlay, Ohio. 


A” gf by ay = ACORNS that grow to big oaks 
trade, for use in newspaper advertising. 
beneficial Wii 


Our acquaiatance is a 
TONE, Danielson- 


you shake by mail! C. D. 
ville, Conn. 


agg & CLARK can snecessfully extend 
m perfect ; ob- 
; refer to man 
Permanent 


ions only ; 
publishers Write nay 
dress 179% Main St.. Dubuque, Ia. 
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PAPER. 
M. ca. & Co. Ad 


CO. furnish the paper 
ith ‘Teliabl le bom Seenanmaniine Mee r of mi 
ence w i 
kinds, 45 Beekman 8t., — 


New York, 


++ 
ADDRESSES AND ADDRESSING. 


CENTS gets our sub. list ; gummed ‘ 
50 1,600 names. DEMOCRAT. Albion, Ind. 
NVELOPES, wra 
for —— $s 
Minneapolis, Mi 
I ETTERS bought , sold or rented. Yatonbte 
4 f fresh let 
rental. 


ters a specialty. 
Dearborn St., 


rs, addressed ready 
per’ M. He 5 OO TOWNSEND, 


A. LEFFT 
icago, Ill. 


WELL & Oo. 112 


BILLPOSTING AND DISTRIBUTING. 


P. PRINTZ, distributor of advertising matter, 
730 9th St., N. E., Washington, D. C. 


‘ RAND RAPIDS, Mich. (pop. over ag 
( ' be thoroughly “ woes an MATH 
utors, 40 So. 2-7. 


ESON & CO., dist 

7 OU use booklets, circulars, samples, etc., to 
advertise your business. Let me distribute 
5,000 of them in Muskegon. I know how to dis- 
tribute them in ry roper way and promptly. 
Can I _ have ri order from yout 
P. P. STEKETEE, “Muskegon, Mich. 


PREMIUMS. 


REMIUMS—Best and up to date. THE CUR- 
RENT PUB. CO., 1026 Filbert St., Phila. 


Cu ~g : Bie. BOOMERS — ed remium, 


BE oe Pu terested 
will do well to address KEYSTONE PUBLISHING 
CO., Kighth and Locust Sts., Philadelphia, Pa. 


agp MACHINE, a A perfect little 
machine and war "to do sewing. 
A splendid — for yor your premium list. Write 
for terms. a ire m receipt of above 
=. PECK SNY rR, a and 13 Beekman 

., P. O. Box 2751, New York City. 





ILLUSTRATORS AND ILLUSTRATIONS, 


QoOLID TYPE talks in GOOL in GOOD HOUSEKFEPING. 
Illustrated ads show excellent. 


QOLID TYPE talks inGOOD HOUSEKEEPING. 
. om iene ads show excellent. 


2—Until May 7th, 6 clones, 
6 Iethe shete hes, to Srder, I right 0 nor ne 
PAY, ILLIAMS, 83 bo & 7. "pide, 


I ANDSOME illustrations trations and initials for mag 
Re gh ae ge — ->*. printing.‘ 
—- 2 its free ERI 
AN ILLUSTR Hy G CO. Fouts fr N.J. 


per RES POSSESS POWER-—I make a oo 

ing itl of the en kind. Ten bright 
ag i ittle era ines © K. or no pay: 
S, 83 L. & T. Bldg., Wash., D. 


BOOKS, 


( yp. books bought and sold. Send stamp for 
list. Address A. J. CRAWFORD, 312 North 
7th £t., St. Louis, Mo. 


JPANGER SIGNALS. a manu < gy ot practical < 
for gene Price, by mail 

cents. EE PRISTERS® INK, 10 Spruce se 
ictures, books, n —— gy — _—— 


New York. 
M "bough 
pous fein job to for cash. 
eas pesees kw INDUSTRIAL, PUBLISHING 
oO. saa ro, 


6é pRacree AL a > & 
hird — just out; pages, ciot , 

#1. Contains instructions for printers. worth 

double the price. L. BISHOP, Oneonta, N. Y. 


y TE made an tans} this week for 700 religious 

antobi phies, ay a hints, 300 
World’s Fair —: 800 pote on tax 
idermy, and o buy boo n jo lots 
for cash, any Rind. INDUST ITAL PUBLISH. iG 
co., Owensboro, K y- 


H. G. Bisho: 
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ADVERTISING AGENCIES. 
A GENCIES know GOOD HOUSEKEEPING. 


A GENCIES know GOOD HOUSEKEEPING 


gy Be DAY, New Market, N. J. ADVERTIS- 
E, 25e. ayear. Sample mailed free. 

¥ you wae 8 to advertise an, oon any where 
write to the RC SWELL 

ADVERTISING CO., 10 Spruce St., New York. 


E pi sell adv. space | space below cost, a we 
aes o the ~~ eee on cing Bo 
‘ore 


tgs t SOHN ‘BRATTO Co., 


ADVERTISING MEDIA. 
T= YANE, Boston, Mass., 60,000 monthly. 
Ror. Meine, Darty Star. Only daily 
three counti 


[a eurenasil XE HERALD, E Midiebe 
t., reaches the best people. Establish: 


T, you advertise in Ohio ae will get ae 
‘or particulars address LA COSTE, 38 
Park Row, New York. 


a — advertising m PRINTERS’ INk 
amount of $10 is entitled to receive 
the paper for one year. 


66 1N - yoy 2 INTELLIGENCER agp pe Sag has -— 
° the Wa the Pacific 

Coast.” —Harper 

19 Salat odverueare nad Fark that bring results. 


k Row, New York. 
pu ie aaoka — %4 onl. liums only. 


HE DAILY GERMANIA, Milwaukee, can prove 
+ - circulation than n any other oan Ger- 
man ly. Useit for t the Milwaukee trad 


teen Lo oy oy MONTHLY, Des Moines ian, 

reaches t! ople im the eight North- 
western States. eo 5 no Eastern solicitor, 
it makes a uniform rate so low that advertisers 
“RE big returns on small investments. 


ne Prone ge — 4 in Ohio! We nevis your 
antion to the Dayton MORNING TIMES, 
; the EeVEKING NEws, 


lished jou 


ways eno rt of the bes best p n. 
Baer oark Row. ew York 


> 


ADVERTISEMENT CONSTRUCTORS, 
A DDISON ARCHER, 1 Union 8q., N. Y. 


A» SMITH. Baltimore. Washington. 


qm has ideas. Baltimore. Washington. 


F McC. SMITH. Baltimore. Washington. 
. 


F McC. SMITH. Baltimore. Washington. 
. 


I. McC. SMITH. Baltimore. Washingt 


PRINTERS’ 


INK. 


I RUGGISTS a4 fy 4 Here’s a starter: 
%ads $5. Bound to sui, or money back ; 
ears in the business, KE. L. COUL RD, 

wi oe A 


yom sscard and particulars to me, 
tncnoee Si. and pa Tat wee | eturn it satisfied. 
a designs, JAMES R. LONG, 1308 B St., 
8. W., ona 


Gur for #8 advertisements a@ year. 
“ “ 
E. L. SMITH, Fr. oe odman Bldg., Boston, Mass. 


6é AZ DVERTISING FOR RETAILERS ,” 64 pages, 

—_ x aed —s i & quarter’s 
worth 4 ma’ sed see? back. CHAS. 
AUSTI DATES vi Van prbilt. nderbiit Building, New York. 


WANT to hear from peo} F— -, who have some- 
th to advertise and want to advertise it in 
e mM: 


te manner. To Ki I will red 
one my batch of in Lay ” D SC. aRBO 
Box 63, Station W, B 


I”. like Rs co! rnd wil, abou yt wee 
ers; 0! A, me nefit or any other plan 
matrim: ony. Give name and “4 iculars— 

t the rest. Ads and desi j* ssa &. 
» Wash., D. C., 1308 B St., 8. 
or you mean business, give me a pam to fur- 
nish evidence of my abilit weeny b Se 
lf you don’t mean business, pass me by. I’m 
after the business of business people. ep SCAR- 
BORO, Box 63, Station W, Brooklyn, N 


T™ just now busy writ sdrerting for a 
dozen different firms. please them, 
Can please you,too. Send me ae of dataand 
a dollar bill, secure two sample ads elo ggg 3 for 
a If they ‘don’t suit, > money back. H. P. 
ROWN, Paulsboro, N 


ps the printed matter whicn you have been 
utting out pay J Ra it does not we are con- 
make it. Remember we do the 


Pre! 


fident we can 


whole Plein wong —- +a and aggre Se. if BL 
mean business send for samples Adi 

JOHNSTON, Manager 

Spruce St., i 


A T 
th 


nters’ Ink Press, 10 


ew York. 


present the Reardaley aoe of illustrat- 
is quite the fad, just why is one of 
Press is 


om. printing to TH mre 
ey do all kinds of handsome pri dg 


a | AM very busy. Those who send me orders will 
lease be a little patient. I’ma 
worker, but there’s a limit 
fact of the matter is I 
orders, mething y 
and | th nk raising prices will doit. 1 can affo 
to keep the price of booklets at a dollara b 
while pone adie will be furnished at the old price 
—ten for Rates for other kinds of adv: 
will  curnishes if ane for. BERT M. 
SES, Box Brook: oni watiaty N.Y. Lreally believe 
on do work the biggest and 
vertisers anywhere. 


r would be considered a waste of time for 
— Hoi on. Joseph H. Choate to 
; and what a pee it v— 
hind the tm immortal Shak 
Every one 


Cy A congeni: 

should fo ‘ollow the line he i. best fitted for for 

= nm The Lotus Press e3 a specialty of 
paves ey While their work is a source of 

p— 3 pleasure to their saeees. 8 some of their 

awe will be handed down to posterit; y as 

of t Span ae possibilit ities of 





IETCHY ads. 7uns R. LONG, Wash., D.C., 
1308 B St., 8. V 
WRITE 13 parebat t retail ads for #. oe I write 
yours! W.B. POWELL, Lacon, I 
Ses ag sample retail ads for sl. ene 
if ae yy are not correct. a rene 
Lacon, Ill 
write ads. Let me e 
pad your service. 
St., Brooklyn, x ¥. 
‘jaumeee literature— interested ! I assume all 
details of writing and peiating. CLIFTON 
WADY, Somerville (Boston), Mi 


e expend a little gray matter 
ED WRIGHT. ‘9 Mon- 


f fine printing should y 
sult tae Lotus P PRESS, ido West 33d St 8t., N. Y. 


\ 7¥ are not very high-price riced—we are not low- 

priced—but no ot what price you may 

pay zon can get no better work. Then look at 

advan we offer: The whole thing done 

the o one ees illustrating, p ting, 
No_ middleman ; 


kind of printing that n 
e don’t want and won’t "do m ~— 
wore * any price. Ad 
STON, er a of Ewe wage 
t., ee ae rward Seine. 
ing that is ths king's that pays, that is the kind 





PRINTERS’ INK. 


PRESSWORK. 


F you have a Jong run of re of presswork it will 

ithe & you to consult it press-room 

oa the oh Best of work, ost reasonable 
FERRIS BROS., 324-330 Pearl St:, NV. Y 


FOR SAL SALE. 
ENCE Repnovanis roof of Gr Grand Stand at Outing 
Fer Y.M. C. A., Towanda, Pa. 
$22 % BUYS 100,000 6x9 circulars. MAYER’S 
ELECTRIC PRESS, Madison, Wis. 
> } BUYS 1 INCH. 50,000 copies Proven. 
$3.5 WOMAN’S WORK, Athens, Ga. 
OW much will ag? aS you pay fora oy eres file of 
Printers’ Ink C,” care Printers’ Ink. 
ie SALE—Good “daily in in live Towa _ city of 
10,000, cheap. Address “8.,” care Printers’ 


“é I her Post-INTELLIGENCER Seattle has one 
of the rout Pockty. papers of the Pacific 
‘oast.”—Harper's ° 
W E have on hand for sale 8 copies of Vol. 3, 
and § coutes of Voi iy PRINTERS’ INK, 
bound in cloth. #. one or more, ad 
dress. Yee 5 $2.00, r NTERS’ NE. 10 Spruce 8t., 
New 
. — ‘'SPAPEK ME N—For sale, an old-estab- 
ished, live aa, ina city of 20,000, Good 
otvertinn pat any and circulation — 
ing. Price low. ress “* EDITOR,” care P 
ers’ Ink, New York { City. 


LBS. of Minion type. copper-faced, in 

3,500 condition (A. D. Farmers, used 
eee? Financia ey , with extra sorts and 
Also. et of, Ope ¢ per-f 


cop} 
good.) Sa on application: 
equally. HORPE, mpie, of Box’! Ro, New ‘York City. 
ee for vale at a ba m on account 
of re nder press, two 


BALDWI iN % GLEASON CO., Ltd., 


St., N.Y. 

oo = Perfecting Press, Goss make, nearly 

. in perfect order, just as good as when 

it left the factory. Guaranteed to print, fold and 
count 10,000 4 or 8 e papers an hour. 
been used also for k and ?. ‘work. 
Sold for no fault. Address CHAS. P. DAVIS, 
Springfield, Mass. 


pro. a finest tee pies: —_ ag 
ery smart semi- on hern city by 
Healthy and Ceara itly he A A 
the name, ahd ‘presti of the 3 
pee A weekly paper is issued, whic 
100 a week. Price low; terms easy. 
“PS RIOT, ” care of Printers’ Ink. 


be SOUTH—For or sale, my ‘woekiy power per 
( d job printing plant) Babcock der 
press, steam en gine, half medium Gordon 4 
new: spaper dress, brand new ; town 4,000, electric 
dey by works, street “cars, 

st section of Georgia. Reason 
other business, Address, for liberal terms, H.W. 

J. HAM, Gainesville,Ga. Ga. 
F°® SALE The | ome ntire plant of the late Lock- 

port Daily an: kly SUN, now con- 

(ee Union ; contains sfoe 
linder press, quarto Gordon jobber, 30 
ey cutter, full yy FA of bod 
ob type. 


furniture 
geod co ndition. wit be 80 id at great a 
= — at once. Address ONION 


ARRANGED BY STATES. 


Advertisements under this head, two lines or more 
without C = cents a iine’ With display or 
black faced wad un is 60 cents aline. Must 
be handed in one onl in advance. 


LOUISIANA. 


0.N PRESBYTERIAN, New “Orleans, wkly cir. 
Ss over Ala., Ark., Fla., La., Miss., Tenn., Tex. 


po ty 
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ARKANSAS. 
WANT SOME OF THIS? 


on ‘or the next platy days the publishers of the 
eekly ARKANSAS GAZETTE gag ey that the 
cireulation of that de ay thes be 1 not be less than 
Fifteen Thousand e. Advertisers who 
want © to reach as e of Arkansas should 
take advantece of No advance in — 
The w: “ GAZETTE consists of 12 pages, ani 
the best amily new eee ublished in ‘the 
poe eney and wil] pay advertisers better than 
y paper printed or circulated in Arkansas 
For rates apply to 
GAZETTE PUBLISHING CO., 


Little Rock, Ark. 


CALIFORNIA. 


+ OS ANGELES TIMES—Southern California’s 
44 great daily. Foremost eee eet ae 











[BE great. t California fruit-growi: 

ich San Jose is the — is cores 
covered by the San Jose MERCURY. a. x ver 
tising rates in daily or weekly ad 
Jose, Cal. 


THE WAVE, “tala ag 
90-18 World Bide Bid = teal 
Youn NY .. sole ie, Re 13, 000° 


CONNECTICUT. 


1 THE UNION, 
idgeport, Conn. 





Cal., 
Coast s0- 








Daily, 7, kly 3, 
Western Connecticut, “UNIONS. A. by the 


resentativ 


L. Moses, New York 
PUBLISHING 


Vanderbilt Bldg. THE tio 


cCO., Bridgeport, Conr. 


THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 


Every nook and corner in the Nutmeg State is 
covered by a. By special! trains an by pon. Lend 
expresses these rs are delivered Sunda: 
—— all rer Connecticut. Special editions 
are sent into Sarttord, New Haven, Meriden, 
Danbury and Ansonia 
Combined circulation, ,80,000. 150,000 Readers. 


IOWA. 


b can reach the ple of Eastern and 

Northern lowa, Northern Illinois and South- 
ern Wisconsin by using the Daily and Weekly 
TELEGRAPH of Dubuque, lowa. It is the largest 
and best medium in that section 


MAINE. 


DS in THE INDEPENDENT, Farmington, Me., 
produce results and mail orders. 


MASSACHUSETTS. 


3 CENTS for 40 words,6 days. Daily ENTEX- 
PRISE, Brockton, Mass. Circulation 7,500. 

W ONDERFUL !—Send 10c to FRANK HARRI- 

SON, Boston, Mass.,and see what you will get. 























MICHIGAN. 


Biase SUNS, 118,000 weekly. 








] UCHANAN, Mich., is booming. Every citi- 
zen reads the RECORD 


‘THE 80 800 DEMOCRAT, Sault Ste. Marie, Mich. 
should be on your list. 
SAginaw ¢ COURIER-HERALD. ~~ Daily, 6,000 6,000 ; 
Sunday, 7,000; weekly, 14,000, __ 
‘AGINAW COURIER-HERALD is delivered | di- 
' rectly into the homes by its own carriers. 
QAcinaw COURTER-HERALD, largest — 
in No. Mich. Full Assoc "d Pross dispate tches. 
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D*tRor SUNS, [ILLUSTRATED and SUNDAY, 
circulation, 118,000, are profitable mediums. 


PRINTERS’ 


INK. 
NEW JERSEY. 





‘RAND RAPIDS DEMOCRAT, the leadi) - 
per in Michigan, outside Detroit. 13,000 dai ly 


AGINAW evening and week] Largest 
S“ irculations in the Be ree Waliey hi Michigan. 
ETROIT ILLUSTRATED fo ay tee, i "fem: ; 
SUNDAY SUN, 25,235. “y em- 
ple Court, New York Ci 
room always open to inspection of alee 
or their repr 
=~ LTS — Advertise where you = get pay- 
turns. Advertisers are w ay 
with “the ILLUSTRATED and SUNDAY SUNS, 
rt ne office, 517 Temple 
Write for full particu 
073 weekly. 

















QAGINAW COURIER-HERALD is the feoued ( 
88) 


= newspaper in Northern Michigan. uu 

Dally. 00 escent Mondays, Sunda ane week. 
ad Sunday eekly 

-_ (pop >. 86,000) is is the third 

thy in y itichigan, ‘or ‘further information ad- 
dress H CUSTE, 38 Park Row, New York. 





MINNESOTA. 





‘(HE DULUTH NEWS-TRIBUNE — The only 


morning daily paper. Established in 1879. 
Published at the head of the Great Lakes, Du 


— Minnesota. The average daily circulation 


copies. Daily, Sunday and 
New rates ot subscription : 
Daily and Sunday, r annum, $5; daily and 
oan y; ae ment, 50c. ; daily, per annum, $4 ; 

a. _ 40c. ; “week y, per month, $1. 
PERK LUKENS, ‘Ir., astern Advertising Agent, 
73 Tribune Building, New York. A. E. C 
Editor and Manager. 


MISSOURI. 


QEvENty PROGRESSIVE ADVERTISERS “tea 
the MEDICAL HERALD. St. Joseph, Mo 


ow exceeds 7, 
weekly editions 








MRE PACKER, Kansas City, Mo. Fifth in cir. 


culation of Missouri newspapers. First in 


circulation of the trade papersof America. The 


Spree ag ong So. writes under date Jan 18: 
if we feel i fied in making a statement as to 


whether the results obtained from the PACKER 


i re. We receive orders constantly re- 
ferring to our advertisement in your paper, and 
can trace a great deal of our business indirectly 
to your circulation. We find that it seems to 
reach the better c of merchants and will 
probably continue our advertising during the 
present year.” 





MONTANA. 
id hae! LIVINGSTON ENTERPRISE ; eight pages; 
all home print. Circulation exceeds 1,000, 


“A NACONDA STANDARD. Circulation three 
times greater than that of any other daily 
or Sunday paper in Montana: 10,0 000" 00 copies daily. 


NEBRASKA. 


NEARLY 700 publishers are increasing their 

i Bi I ig by offering to Germans the 
PREssE, Lincoln, Neb., at 65 cts. per year ; 

— page wkly; sampies free. Writefor particulars. 


NEVADA. 


‘S,HE WEEKLY COURIER, Genoa. Six pages 
All home print. Leads in Nevada. 


NEW HAMPSHIRE. 


Established 1877 


The GRANITE MonTHLY 


Beautifully Ilustrated. 
New Hampshire Magazine. 
FRANK E. MORRISON, Special Agent, 
TEMPLE 














Covust, New Yor«. 


antier, 


our letter of January 17th, asking 


vertising wi 
antee that it has double the paid circulation of 
~— new haar: published in Oklahoma. F. 


DOPULAR adv. mediums: Bridgeton (N. J.) 
Ev’e News, 3,600; Bridgeton (N. J.) DOLLAR 
WEEELY NEWS, 1,600. Rowell guarantees circ’n 
THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find (fT PAYS! 


NEW YORK. 


00,000 READERS in 15,000 offices. | Sap Seeeaes, 
PROVISIONER, 284 Pear! St., New York 


)UEEN OF FASHION, New York Cit 
Issued monthly. A million copies a year. 


§ TORIETTE g 
A Magestne of original tales. 
Q 














The March issue appears ina 
new and artistic dress. Sen 


‘or rates. STORIETTES PvB. Co. 
Downing Building, New York. 
Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 


THE HOUSEWIFE, 


New Office, 114 Nassau St., N.Y. 
Circulation 75,000 Copies Monthly. 


Send for Advertising Rates and 
Specimen Copies. 


ELMIRA 
TELEGRAIS1. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 


Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 
Newspaper. 

This is to corte that the Circulation of 
THE DAIL "RESS AND KNICKER. 
BOCKER Is t onsaae Increasing and that 
the sreser of -———- wanted this day was 
17,400, BK , PRESSMAN. 
State of New York, city 4 G 4 of Albany. 

Sworn to before me this 16th day of Novem- 
ber, 1894. OHN J. GALLOGLY 

Notary Publie, 4 N.Y. 
THE PRESS CO., Publishers, 
Press Bidg., Albany, N. Y. 











Ten Cents per week for hn, Dally and 
nday Pre 


OKLAHOMA. 


4 oo DAILY LEADER, the leadin 
morni ng paper in the Territory, accepts ad 
h the distinct and positive 








uucas, Adv. 





PRINTERS’ 


OHIO. 


I AYTON MORNING TIMES and EVENING 
NEWS give advertisers satisfactory results. 


“ARGEST cire’n of any Prohibition paper 
4 nation: BEACON AND NEw ERA, Springfield, O. 
Y OUNGSTOWN VINDICATOR, 7,800 daily, 5,200 
weekly. Leading new spaper in Eastern Ohio. 
, "PHE TRI-STATE GROCER visits the grocers and 
eg merchants of Ohio, Ind. and Mich. 
uy. ‘ou are not in it, it will pay you to 
STATE GROCER CO., Toledo, O. 








wee 
write % TR 


PENNSYLVANIA. 


I ESIRABLE READERS and « good circula- 

tion are what advertisers receive in the 
CHESTER 30,000 well-to-do, intelligent 
people x read the Tims with their ret every 
day ALLACE & SPROUL. Cc nee 


[pans .Y INTELLIGENCER—est 
wee INTELLIGENC TR est. 1804. 
estown, a 
Have always os exclusive ec Soe print pa- 
pers, with larger circulation than any competi- 
tors. Best mediums for advertising in Bucks 
County. 














~ RHODE ISLAND. 


;= HOME GUARD, Providence, R. I., circ., 
50,000; W. R. BURDETT, Boston, Adv. Rep. 


SOUTH CAROLINA. 


° | baa dail 
., is the most popular = in a hundred 

South Carolina towns. i weekly edition 

reaches over 1,000 post-offices i in n South Carolina. 


TEXAS. 


‘HE TEXAS BAPTIST STANDARD, Waco, 

Texas, averaged 22,500 circulation in Octo- 

ber, 1894, as shown by affidavits of proprietor, 
bookkeeper and pressman tes reasonable. 











edition of THE STATE, Columbia, 8. 








rwe POST : Houston, r=xas. 


Has a LARGER REGULAR ISSUE SHAN ANY 
DAILY IN TEXAS, and isso guaranteed by Row- 


ell’s 1894 Directory under a forfeit of #100. S.C. 
BECKWITH, Sole Agent Foreign Advertising, 
New York and Chicago. 


VIRGINIA. 


‘HE STATE, Richmond, the ending: evening 

_ paper in| a community of 125,000 people, 
-ress dispatches, and is 

a a wotedane newspaper. Its circulation is 
largely local. The STATE has ef put ina 
new press, type-setting machine, and is under 
new 

















WASHINGTON. 


GEATILE WE POST-INTELLIGENCER. 





°° | N her Post-INTELLIGENCER Seattle has one 
of the four great | Papers of the Pacific 
Teele 


Harper's 


SPOKESMAN- ~REVIEW 


Only morning paper. Consolidation & 

MAN and REviEW. Exclusive control morting 
field. No com ee = 500 miles. Popula 
tion spokane, 1881, 4 35,000. The past and 
present history of \apokone ‘has been marvelous ; 
its future will be the wonder of Western civili 
zation. The REVIEW is the recognized > 
of all the best interests of Spokane and the vast 
country tributary to it. 


SO. & CEN. AMERICA. 
P __ PANAMA STAR & HERALD. 
ANDREAS & CO., 52 Broad St., Agents 
Send for sample copy. 


Coast.” 


THE 
SPOKANE 








INK. 
CLASS PUBLICATIONS. 


Advertisements inseried corted winder this heading, in 
lass cost 25 cents a line, for each 
One tine, without display or black- 
type, inserted one gh So 52 weeks, for $13, 6 
months for $6.50,3 months $3.25, or 4 
Sor $1. Display or black he Jor type charged at 50 
omen AF one  s or - a@ year, or i. 
mon ‘or each line of 
the whole advertisement. Pr tees wtiahor who 
does not find the heading he wants one will be 
made to specially fit his case. 


AGRICULTURAL IMPLEMENTS. 


FARM MACHINERY (Eli), St. Louis, Mo. 
Largest issue in 8 years, 30,000. 
Smallest issue in 8 years, 10,000, 
Largest average for 12 months, 17,600. 


AGRICULTURE. 


HOME AND FARM, Louisville, Ky. 
WISCONSIN AGRICULTURIST, Racine, Wis. 


“COAL. 
COAL TRADE JOURNAL New York City. 


DAIRYING. 
The American Creamery, Chicago. 
FASHIONS. 


QUEEN OF FASHION, N. Y. City. 
Issued monthly. A million copies a year. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 


HARDWARE AND HOUSE FURNISHING. 


HARDWARE DEALERS’ MAGAZINE 
Charges the most for its space, and carries 67 
pages of advertisements. Only of value to 
those having something worth say me. and in. 
teresting for hardwaremen to hear. It speaks 
loud and it speaks far. That means attractive 
advertisements and wide circulation. Wesug- 
gest that you ask our subscribers’ opinions, as 
they will be your audience. There are some of 
them in_your town, if it contains a hardware 
store. We dislike to place temptation in ph ne 3 
way, but we would venture to mail a ple 
copy if requested. Many have looked, Fe reed, 
yielded and subscribed. Penalty one "dol 
er annum. D. T. Mallett, Publisher. 

‘ew York Office, 78 Keade 

Chicago Office, 1116 C ven be r of Commerce. 
London Office, 74 Fleet st., FE. C 
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HOM@OP. ‘THY. 
HOMCEOPATHIC RECORDER, Phila., Pa. 

Le eae CIRCU. Le 1 TIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE. 

THE WAVE, San Francisco, Cal. 13,000 weekly. 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or. 

SOCIETY. 
THE WAVE, San Francisco, Cal. 
SPA NISH. 


REVISTA POPULAR, established 1888. Largest 
Spanish circulation in the soe Translations 
in all languages : 46 Vesey St., N. Y. City. 


SUNDAY PAPERS. 
ELMIRA, N. Y., TELEGRAM: Circulation over 
100,000 copies weekly. 
TEXTILE. 
Bost: n. 7 
TOB. 100 0. 
WESTERN TOBACCO JOURNAL, Cincinnati. 
TYPEWRITERS 
PHONOGRAPHIC W fORLD, New York City. 
VEHICLES. 
FARM MACHINERY (Eli), St. Louis, Mo. 
WOMEN. 


QUEEN OF FASHION, New York City 
Issued monthly. A million copies a year. 


13,000 weekly. 


TEXTILE WORLD, Largest rating 





Removed to No. 8. 


To Larger Quarters and Much More Superb. 





My place of business at No. 10 Spruce Street, on the top floor, was not large 
enough to accommodate the rapid growth of my Printing Ink business, without 
interference with my regular occupation as a Job Printer, and I have therefore 
been forced to seek larger quarters. My Ink Warehouse 
is now at No. 8 Spruce Street, next door to my old 
quarters, and up only two flights of stairs instead of a 
four. At No. 8 Inow occupy a beautiful room twenty- P. I. JONSON 
five feet wide and one hundred feet deep. Here 7 
I have ample facilities for handling orders from a 
quarter pound can to a five hundred pound barrel. 
Customers who visit me find the same orderly display en a 
and exquisite neatness which is ever to be noted PRINTING INKS 
where Printers’ Inks are made or handled or sold, The Best in the World. 
and my new quarters may be approached by an 
elevator, which is a great convenience, although not 
quite so elegant as the one in the Manhattan Life SOLD ONLY FOR CASH 
Building. It is a great convenience to printers to be IN ADVANCE. 
able to buy just the quantity of ink needed at the ame 
time, and I sell a quarter pound can with as much Best News, 4 cents.) 
alacrity as I would a five hundred pound barrel. I { 
deliver the quarter pound can, to the waiting Finest Art Blacks, ) 
messenger, with even more alacrity. My CIty 
TRADE has increased enormously since the cash pay- 10 Ibs. for $5. 


ing printers have found out that they can buy more Carmine, $2 a pound 
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and better INKs of me for a dollar than of other 
people for two dollars and a half. If my Ink is not 
found as represented (7. ¢., the best ever made by 
anybody), I am always ready to refund the money, 
but no one has ever yet asked me to do so. One thing is absolutely 
certain—No Inks will ever go out from my shop until I have first got the 
cash in hand. 


Give Me a Call 


or send for my beautiful Price List in five colors. 


ADDRESS, UNTIL FURTHER NOTICE, 
WILLIAM JOHNSTON, Manager Printers’ Ink Press, 


8 Spruce Street, New York, 
Next to American Tract Society Building, Corner Nassau. 


UP TWO FLIGHTS. 
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The left hind foot of a North Carolina grave-yard rabbit, or ‘‘ Lucky,” throughout the 
entire South, is a recognized emblem of good luck and untold prosperity. It dispels gloom 
and things of an evil nature.—Z. M. Hoopes in Printers’ Ink. 


Mr. Hoopes has supplied me with the veritable ‘‘ Lucky,’’ and with it it is 
my practice to charm and make perfect every ounce of Printing Ink I sell. 
So potent is this charm that no one who has bought Printing Inks of me, 
either before or since Mr. Hoopes supplied me with this potent talisman, has 
anything but praise for the Inks I sell. Every purchaser, from the moment of 
becoming my customer, is rendered personally ‘‘ Lucky.’’ Every ‘‘ Lucky ”’ 
one of them gets INKS at about half the price he had formerly paid and finds 
it a better INK than he ever used before. 

No printer who buys Ink of me ever asks to have hisnoteextended. He 
has the proud consciousness that the INK he has used was not only perfect in 
quality but is paid for. 





Send for my beautiful Price List in five colors. 





ADDRESS 


PRINTERS’ INK JONSON, 
No. 8 Spruce Street, . New York City. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


i Issued every Wednesday. Subscription 
o Dollarsa year. Five Cents a copy ; 
Three Dollars h undred. No back numbers. 

ta Publishers desiring to subscribe for PRINT- 
Ers’ INK for the benefit of advertising patrons 
can obtain special terms on application. 

i Being printed from plates, it is always 
possible to issue a new edition of five hundred 
copies yd A or a larger number at same rate. 

I y person who Ly not paid for it is 
sadhod te some one 


Leg 
sepatvine: Paintens? age 
has su n his 7 eer is 
sopper RCO t the we expiration oft of | the time paid 


led statement of 

the Se ay ie copies x. fa every issue of 

PRINTERS’ INK for a full year, prepared to be 

a on file with the editor of the American 

= Bees so that the ‘circulation 

may ed rated in the issue of that book 

for 1895, bows that the actual average issue for 

the last year was 17,768 copies; for the last six 

months, 19,875 copies; for the last three months, 

21,223 and for the last four weeks, 22,250 copies. 
New York Orrices: No. 10 Spruce Street. 

CHICAGO AGENTS, poe 
Bennam & Incranam, 26 Evening Post Bui'ding. 


BOSTON AGEXT, 
W. F. Moors, Room 2, 10 Federal St. 
LONDON AGENT, 
F. W. Sears, 138 Fleet St. 


NEW YORK, APRIL 24, 18905. 











In thirty years no newspaper man 
has passed away whose influence upon 
the business of newspaper pubiishing 
has been so marked and, at the same 
time, so beneficial as that of Mr. James 
W. Scott, of the Chicago 7imes- Herald, 
who died in New York on Easter Sun- 
day. 

WHEN all signs fail, try the news- 
papers. 

A BREWER can turn barrels of beer 
into barrels of money by judicious ad- 
vertising. 

One of the best locations for an ad- 
vertisement is in the want columns of 
a newspaper. 

A SINGLE year of judicious advertis- 


ing is often equal to a life-time of hard 
work in the building of a business. 


INCORPORATE in your advertisements 
the commendatory remarks of the best 
buyers in your territory, and w atch re- 
sults. 


Don’T talk politics in your ads. It 
may induce possible customers of the 
opposite political party to trade with 
your competitor. 


IF you have something good adver- 
tise it. Some of your customers may 
know you have it, but there are a great 
many who do not. 


PRINTERS’ 


INK. 


THE young clerk in the drug store 
is frequently annoyed when a youthful 
citizen comes in and asks for a ‘‘ pict- 
ure card’’ or a ‘‘buok,” but the wise 
druggist wil! see to it that the child is 
not turned away empty handed. The 
advertising matter that is asked for is 
taken home and treasured for months 
perhaps, a standing ad for the drug- 
gist, while if the child is rebuffed, the 
sharp words are remembered by the 
child and mother, too, perhaps, to 
whom such things are always repeated. 


THE New York World makes wide 
announcement of its very great daily 
sales, but will not let anybody know 
how many copies are of the morning 
and how many of the evening issue. To 
the initiated a reason for reticence is 
known to exist in the fact that the 
evening edition is a good deal more 
than twice as large as the morning, 
while the advertising rate for the former 
has been more rather than less than for 
the latter. Advertisers have finally 
caught on, however, and of late the 
rate for advertising in the evening is- 
sue has been materially increased and 
stiffened up. 


THE average druggist receives in 
the course of a year a good many hun- 
dred weight of advertising matter 
bearing his imprint. In most instances 
he is content to pile it on his counters 
and let customers help themselves to 
it. When a fresh supply comes in he 
chucks the old into the waste paper 
box. And that’s where he makes a 
mistake. It will pay him well to dis- 
tribute every almanac, every booklet 
he receives if it bears his ad. He 
cannot depend upon these almanacs 
alone for his advertising, but the re- 
turns from their distribution will repay 
the expense an hundred fold. 

Sea oe RE 
THE BIG SIX. 

Some weeks ago PRINTERS’ INK in- 
vited its readers to name the best six 
daily newspapers in the United States 
for an advertiser’s use, it being stipu- 
lated that not more than one in asingle 
city should have a place in the list. 
Fifteen different persons responded 
and the composition of the lists sent in 
was as surprising as interesting. The 
lists submitted indicate that an inti- 
mate knowledge of the relative merits 
of the various advertising mediums is 
possessed by but few persons and that 
those who would be supposed most 
competent to prepare such a list have 
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greatest hesitancy about attempting it. 
The lists show, however, how closely 
the advertisements in PRINTERS’ INK 
are read and the extent to which its 
readers are influenced by them. 

The following papers received each 
one vote for a place in a list of the best 
six dailies in the United States: 

Cleveland Press. 
Post-Intelligencer. 
Minneapolis Tribune. 

OE Enquirer 
Pioneer Press. 


San Francisco a 

Charlotte (N. C.)... 

Philadelphia. ....... 

Minneapolis 

Savannah (Ga.).... 

‘wo votes were cast for each of 


these’: 


Cincinnat' 


Louisville... . a Courier-Journal. 


Picayune. 


One out of five of the voters named 
the six papers here catalogued : 


Boston 

Philadelphia 

The five here named had each four 
votes out of the total of fifteen : 

Philadelphia........ Item. 

. .Sun. 
Republic. 
.Globe-Democrat. 
Chronicle. 

The two here named had a place in 
six of the lists submitted : 

Atlanta 

Chicago 

Only two papers were named in more 
than six of the lists and these only ap- 
peared on seven ballots. They were: 

San Francisco Examiner. 

New Y orld. 

Following the plan originally marked 
out of taking but one paper in a place, 
it would appear that the best six dailies 
for a general advertiser are : 


Constitution. 


.. Examiner. 


... Constitution. 
. Republic. 


If there is a better paper for the 
general advertiser published in either 
of the six cities named than the one 
designated above, PRINTERS’ INK would 
be glad to have it pointed out, together 
with the points that constitute the 
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peculiar excellence. Perhaps the most 
surprising thing about thelist is: How 
the Atlanta Constitution happens to 
get a place on it. There is one paper, 
not very conspicuous in the above selec- 
tion, the name of which would be 
promptly spoken by thousands if asked 
to name the ONE best newspaper in 
America—as a newspaper. PRINTERS’ 
INK believes that out of a thousand 
votes obtained from a thousand of the 
most intelligent advertisers and news- 
paper men not less than seven hundred 
would be recorded for the New York 


Sun. 
nlaninsandiaiasie 


ABOUT APPLES. 

Take apples, for instance—they are 
very high-priced now, but it doesn’t 
cost anything to talk about them—how 
is it with apples? Which get the first 
attention ? 

The ones on top. 

Isn’t that so? | hey may not be bet- 
ter than others,— 

But you can see them ! 

Those who advertise ‘‘ 
top’’ and are seen first. 
their chance. 

So, I say: 

All a live man asks for is a chance. 

Advertise, advertise, advertise, ad- 
vertise, advertise, advertise. 

Advertise, advertise, advertise, ad- 
vertise, advertise, advertise, advertise, 
advertise. 


come out on 
Therein is 


eS 
IN ROCHESTER. 


In Western New York, Rochester 
particularly (and Rochester is a city 
where some of the most effective ad- 
vertising in the State is done), some of 
the largest drug concerns devote half 
pages and whole pages in their city 
dailies to publishing a monthly list of 
prices—prices cut a trifle from the regu- 
lar retail rates. This advertising is done 
about the time that special bargain days 
are announced at big clothing a:.d dry 
goods establishments. As a natural 
sequence many out-of-town people, 
drawn to the cities by big bargain sales, 
recollect that they have some ailment 
for which they consider it necessary to 
‘*doctor,’’ and they visit the drug 
stores where prices have been cut and 
carry away some of the proprietary 
medicines or other goods, at small 
profits, of course, but nine out of ten 
learn to visit the store again. Some 
bring their friends, and most of them 
become regular customers. 

C. W. DARLING. 
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THE BIG PAPERS. 


The following is a complete list of all 
the newspapers and periodicals credited 
by the circulation ratings accorded in 
the twenty-seventh annual edition of 
the American Newspaper Directory, 
now in press, with regular issues ex- 
ceeding 25,000 copies. The actual 
figures indicate the average (or small- 
est) issue put forth during the year 
1894, and the publishers of the Di- 
rectory will pay $100 to the first person 
who proves one of these ratings to be 
untrue. The ratings by the letter A 
mean a circulation exceeding 75,000 
copies, and the letter B exceeds 40,000. 
If the rating letter is followed by an 
asterisk (*) its correctness is guaran- 
teed. If followed by two asterisks it 
indicates that the publisher’s statement 
failed to be sufficiently definite. Those 
without the asterisk are fixed without 
any information having been furnished 
from the office of the periodical. 

Dailies. 


San Francisco, Cal..Chronicle. 
— 
Repo 
Washington, D. C. ‘Evenin Star.. 
Chicago, Ill Dispate 
Evening Journal 40,000 
Inter-Ocean B 


Rec 


Indianapolis, Ind.. i bee 


I, 545 
Baltimore, Md.. a abe Herald. 


31895 
66,432 


Boston, Mass..... eg Record. 82,000 
Globe 


Detroit, Mich 


Minneapolis, Minn. 

Kansas City, Mo 

St. Louis, 

Globe-Democrat. 
Post-Dispatch... 
Republic 
Evening News.. 
Evening News.. 


575335 
Newark, N. J 311498 
Buffalo, N. Y 
Buffalo, N. 
New York, N. Y....Herald 
Morgen Journal. B 
Morning Journal A 
News A 
New Yorker 
Staats Zeitung BY 
Vew ork 
Zeitung. 
New n° rker 


33,286 
A 


Sun, morning.. 
Sun, evening.. 


Ware morning. 
World, evening.. 
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Cincinnati, O 


Cleveland, O. 


Wi 
Philadelphia, Pa.... 


Pittsburgh........ 


Providence, R. I... 


vening Item... 
Inquirer ... 


ov Chraicle Tele- 


graph 
Leader... 
Post .... 


‘ Sestng Bulletin 


Montreal, P. Q.....La Presse. 


Semi-weekly. 
Detroit, Mich......Free Press...... 
Weeklies. 


San Francisco, Cal. 
Denver, 


Washington, D. C. 
Atlanta, Ga 


Atlanta, Ga 
Chicago, Ill 


Indianapolis, Ind.. 
Decorah, Ia 
Des Moines, Ia. 


Louisville, Ky 
Baltimore, Md.... 


Boston, Mass. 


Detroit, Mich 


Minneapolis, Minn. 
St. Paul, Minn...... 


Kansas City, Mo... 


St. Louis, Mo 


.Examiner 
--Sunday Repub- 
lican.. 
— Rock y 
ews.... 
“National Trib- 
| OL ° 
Constitution .... 
Sunny 
Inter-Ocean 
Epworth Herald. 
Ledger 


seeeeeee 


Saturday Blade.. 
= Tele- 


Usion Signal... 


-Indiana State 


Posten og Ad- 


Iowa State 
Register 

one ng oma = 

ae ed erald 


Pa Globe.. 
Sunday ournal.. 
Golden Rule.. 
Sacred Heart 


Yankee Blade... 

Youth’s Com- 
panion 

Sunday Free 
Press 


Illustrated Sun.. 


-Svenska Ameri- 


kanska Posten. 
Sunday Pioneer 


Pioneer Press.... 
National Re- 
porter System. 
Sunday Journal.. 
Journal and 
Agriculturist.. 
Star 
Sunday Sun 
Sunday Globe- 
Democrat...... 
Globe-Democrat. 
Sunday Post- 
Dispatch 


47,563 


79»419 
29,229 
28,850 


80,000 
30,000 
30,070 
"A 
41,328 
“B 


31,000 
359745 
27,213 
A 
345232 
32,140 
+ 171,690 
7,731 
91,000 


40,000 


B 
A 


44,566 
117,897 
A 


32,300 


28,189 
28,050 


29,287 
30,250 
38,400 
100,000 
324435 


745335 
95,97 
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PRINTERS’ INK. 


Republic 

Der Herold ie 
Glaubens...... 

Die Abendschule 


Omaha, Neb........B 
Manchester, N. H..S 


Albany, N. Y 
Buffalo, N. Y 


Elmira, N. Y 


New York, N. Y... 


Spri 

Toledo. 
Harrisburg, Pa 
Philadelphia, Pa.... 


Pittsburgh, Pa 


rnal 
Hlustrated Ex- 
press 
Telegram. 


«Sunday Mercur 


Sunday Journal. 
Sunday News. 
New Yorker 


Sunday Press. .. 
Tribune 
orl 
American Agri- 
culturist. 
Catholic News.. 
Christian Advo- 


Christian Herald 
nd Signs of 

Our Times.... 

Family Story 
Paper 

Fireside Com- 
panion 

Harper’s Bazar.. 

Harper’s Weekly 

Irish World 


Puck 
Sabbath Reading 
— Ameri- 


Street & Smith’s 

N. Y. we 
Town Topics.. 
Truth 


ae Globe. 
Sunday Com- 


mercial Ga- 


Commercial Ga- 


Sunday Leader.. 
Ohio Practical 


31,680 
27,500 
41,500 


47517. 
$3,298 
63,575 
103,506 
B 


A** 
B 
A 


B 


A** 
B 


Be 

B 

A 
46,950 
Bt* 
31,485 
BfF* 


A 
301404 


: * pe. 


Skee Inquirer. 
Sunday Press... 
Golden —- we 
Saturday Even- 
ing Post 
Saturday Night. 
Sunday School 
TUen0S. 000000 
Sunday Dis- 
patc 
Sunday Leader.. 
Sunday Press.. 
National Stock- 
man 


215,220 
71,844 


a | 
A 


25,000 
A 


161,342 


B 
34,408 
30,974 


Williamsport, Pa,..Penns ylv ania 


Memphis, Tenn.... 


Milwaukee, Wis....G 
er Haus und 
Bauern-Freund 
Deutsche Warte. 
--Family Herald 
Semi-monthlics, 
Louisville, Ky......Home and Farm. 
Augusta, Me. Illustrated 
Happy Hours. 
Vicker Fire- 
side Visiter 
poten, Mass....... Farm Poultry. 
Springfield, Mass...Farm and Home. 
M anaes Minn.. Housekee 
Springfield, Farm an 


Montreal, P. Q... 
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60,073 


B* 
99,191 


85,160 
25,195 


76,558 
775225 
A 
A 


29,722 
251,116 
A™* 


279,516 
e 


Companion.. 
Racine, Wis........ Wisconsin Agri- 
culturist 
Monthiies. 
Washington, D.C..American 
Atlanta, Ga 
Chicago, Ill 


Springfield, Ill.. 


Indianapolis, Ind.. age font tural 
pitomist 
South Bend, Ind....Clover Leaf. 


Augusta, Me 


Home Treasury. 
Illustrated Fam- 

ily Herald.... 
Illustrated Good 


People’s Liter- 
ary Com- 
panion 

Sunshine 

Transcript....... 

American Na- 
tion 

cag Gem.. 


Household and 
Cottage 
Hearth 

Knights of 
i Re- 


Portland, Me 
Waterville, Me 


Boston, Mass. 


etontas Edu- 
Primary Edu- 


Yan 
-Good House- 
eepin 


Bee Hive.. 
— Mac- 


Springfield, Mass.. 


Caro, Mich 
Port Huron, Mich. 


Butchers’ 


St. Louis, Mo 
> ane Mag- 


St. pk Mug. 


a 
-Sovereign V isi- 
COP. ccccccccce : 


Omaha, Neb...... ° 


145,408 
25,625 


A 


53,716 


1,285,000 


At 
Be*® 
25,875 
BF 
Be 
A*® 
A® 
25,200 


Bt 
60,009 
Be 


89,250 


40,000 
60,000 
25,000 

At® 
30,415 


BY 
37,500 
B 
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Floral Park, N. Y.. 


Dansville 


Irvington-on -t he- 


Hudson.........+ 
New York, N. Y.. 


Rochester, N. Y.... 
Syracuse, N. Y..... 


Cincinnati, O 


Springfield, O 
Libonia, Pa........ 


Meadville, Pa 
Philadelphia, Pa.... 
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Mayflower...... A West Grove, Pa....Success With 
Normal Instruct- - Flowers... ° B 
OF cvcescctvocs 29,500 Providence, R.1I....Home Guard... B 
Milwaukee, Wis....American School 
oe ne 2031333 Board Journal. 41,000 
gents Uulce. Quarterlies. 
——- Mes- Chicago, Ill........Friends’ Bible 
ONZE oe esses 34,250 
Argosy......++ A sg Quar- 
eee. 26,750 
rd Maga a* New York,N.Y... Judge’ s Quar- - 
OTEY o cccccccce 45,000 
102,627 Quarteriy Iflus- 
sti ‘ * « r FAROE . ccccccee 25,000 
| Si ae eniga atl Pri Philadelphia, Pa.... Advanced Quar- 
Dismerent’s Raw terly.......00- 4535750 
ily Magazine... 88,000 Senior Quar- 
Srank Leslie's : Cathy. coccecees 108,250 

Popular The date of issue of the Directory, 

Monthly...... A** hic . 
Saree which had been announced for April 

Monthly Mag- 30th, has been postponed to June 15th, 
itt oowonneee A for the purpose of extending to pub- 
pocteoen-- m Snaw lishers a fuller opportunity to empha- 
ieieiin..... ‘pex size valuable points by the insertion of 
Illustrated statements on their own responsibility, 

Bon a yd which may have place in the body of 
Judge's Library, 85:09 the book directly following the letter- 
‘ Mogssine. as 81,494 press description of the paper. 

adies orld... 3061,7 i +) 

Le Bon Ton..... 31,964 

McClure’s Mag- ADVERTISING AND POSTAL 
SEBS cocccccce 56,705 RATES. 

Metropolitan and 

Pe ‘ee *500,009 _ Advertise, from the Latin ad, vertere, to 

Rudee waa turn—literally, to turn the attention to, to 

* a A give notice; to inform.—Stormonth’s Dic- 
Munsey’s, "Mag- aaa . 

es A Newspapers are carried in the mails 
ee pee at less than cost because they dissemi- 
People’s Home nate news and information. 

Journal ....... 318,612 | Newspapers intended primarily for 
Geese ° ate advertising purposes, however, are 
ioe ot he. not mailable at the rate at which all 
‘ views. «; peas as newspapers are now carried in the 

t. Nicholas.... mails. 

ibner’s Mag- : ; 
~— ~ aiid ass Newspapers without advertisements 
Sunlley School are impossible, nowadays, consequently 
DP oe ome: SET PF every newspaper is intended primarily 
Toilettes........ 45,000 for advertising purposes. 
Vick’s Illus _ Newspapers, therefore, as now pub- 
P Megedine..... A lished, are not mailable at pound rates. 
oe = oe sa ase Furthermore, advertisements are just 
yh 8d Sunday School as much news, and just as much infor- 
te ernal for an mation, as is any other portion of the 
a 160,916 P@per, and the newspaper that dissemi- 
omankind..... 69,833 ates advertisements does in fact dis- 
Park ’s Floral seminate news and information, and 
— ena.” senent is on that account entitled to be car- 
Agent's Heraid.. A** Tied in the United States mail at one 
Baptist Teacher. 57,750 centa pound. 
Farm Journal... 250,000 Our new Postmaster-General is re- 
Ladies’ Home : 
5 Journal spt 638,337 panne take notice of these sur- 
ippincott’s prising facts. 

Magazine..... B ++- 

Medical World.. 25,000 THE way to sell goods, all successful men 
Our Young own, 

People ........ 46,250 Is to make yourself and your wares widely 
Peterson’s Mag- known. 

azine of Illus- —_——~~o——— 

trated Litera- Tue men who cash can always chink 

CUFEsccccccecce B Have profited by PrinTERs’ Ton. 








PRINTERS’ 
AN ATTRACTIVE PREMIUM 
SCHEME 


A novel idea used by the American 

Tobacco Company to push the sale 
of its goods among the trade has been 
received with great favor and been 
nore gratifying in its results than 
ny heretofore used. It consists of 
he presentation to dealers of pre- 
niums, in the shape of a great variety 
f clocks and other useful articles in 
xchange for the certificates packed 
with the company’s goods. Originally 
mly clocks were used: and the fact 
hat 201,000 timepieces manufactured 
by one concern alone, namely, the 
Seth Thomas Clock Company, of New 
York, have been required to supply 
the demand, indicates the extended 
reach of the scheme, and, incident- 
ally, the enormous business the Amer- 
ican Tobacco Company carries on. 

The hearty indorsement its enter- 
prise has received from dealers has en- 
ouraged the company to go further, 
and recently it decided to invest the 
unprecedented sum of one million dol- 
lars in premiums which should consist 
of a wide range of articles. 

To enable the dealers to realize the 
number and value of the articles of- 
fered and to obtain greater publicity 
for the arrangement, a_ beautifully 
printed catalogue has been issued con- 
taining illustrations and descriptions 
of the various premiums, together with 
instructions in regard to the method 
of securing them. 

An examination of the illustrations 
indicates that the articles have been 
selected with extreme care, and partic- 
ular attention appears to have been 
paid to securing goods of superior 
quality and workmanship, while the 
company guarantees they will be found 
to agree in every detail with their 
description in the catalogue. 

Articles of differing values have 
been selected in order that the small 
est dealer may not be precluded from 
participating in the benefits of the 
distribution. 

No advertisement of any character 
ippears on the articles, the American 
Tobacco Company apparently consid- 
ering its enormous annual expendi- 
tures in newspapers sufficient and bet- 
ter calculated to secure all the publicity 
it needs. By acquiring the good-will 
of the dealers and their families, hew- 
ever, the amount of advertising which 
will indirectly accrue to its wares is 
certain to be considerable. 
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The premiums range in variety from 
a Christy knife, obtainable for five 
certificates, and valued at seventy-five 
cents, to a Mason & Hamlin Organ, 
listed at one hundred and sixty dollars, 
and which from the illustration and 
accompanying description must be well 
worth possessing. Between these two 
extremes are a variety of articles that 
may well delight the possessor. 
Among the most notavle of these are 
Hartford bicycles, Remington guns, 
sewing machines, Seth Thomas clocks, 
a variety of lamps, roll-top desks, serv- 
ices of silver, cameras, as well as a 
numerous selection of equally desir- 
able although smaller and less costly 
articles that it is impossible to enu- 
merate. Many of the premiums are 
specially suitable for ladies, and one 
can easily imagine the fair sex doing 
all in its power to ‘‘push” the goods 
of the American ‘tobacco Company. 

It is not difficult to believe that, with 
prices not higher than those demanded 
for similar goods, this system of pre- 
miums has a fascination for dealers, and 
gives the American ‘Tobacco Company 
a hold upon the trade that must be dis- 
couraging in its effect upon the sales- 
men representing any concern attempt- 
ing to compete with a plan indicating 
so much tact and liberality. It has all 
the fascination of a lottery without its 
uncertainty or any of its objectionable 
features. 


TEARS, 
‘“What has become of Liebig, your boss 
circulation liar ?” 

““Why, the proprietors of 7ruth-Seeker, 
the great religious weekly, coaxed him away, 
by offering him a salary twice as large as I 
gave. ” 
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ADVER lISING LOANS FOR INVESTMENT. 
By C. M. Harger. 


The one principle above all others in ad- 
vertising is to get the announcement before 
those who are interested ir the wares for 
sale. Far better is ix for a dealer in hard- 
ware, for instance, to place his advertisement 
in the hands of 100 builders contractors and 
plumbers, than in those of 10,000 buyers of 
dry goods and toys. Experience in the case 
of dealers in loans and other financial securi- 
ties in the West has been a valuable teacher. 
Scattered over the entire prairie region, one 
or two in every town of 1,000 population, and 
more in larger places, are loan agents. Their 
business is placing investments for capitalists 
of the Easter. States. They make their 
profit through a commission from the bor- 
rower, and their remuneration depends u 
the number and size of the loans which they 
can make. The great bulk of the mortgagees 
are by no means the millionaire investors. 
Wealthy firms, corporations and the larger 
capitalists do not invest in small farm loans 
of $500 to $3,000, such as are the loan agent’s 
stock in trade. They prefer to place their 
assets in bonds, stocks, etc., which require 
less detail and are more regular in interest 
and dividend returns. 

Hence the loan agent’s customers are the 
small capitalists—the retired farmers, the 
widows with a few thousand dollars of life 
insurance money, the maiden aunts, the 
guardians and executors of estates. To reach 
them is their aim, and a sufficient number of 
such investments means a handsome salary 
in commissions. Various means have been 
employed to do this. One agent said to me: 
“I carried an attractive advertisement in six 
gepers published in county seats in Vermont, 

ew Hampshire and Connecticut tor a year 
without receiving a single reply or inquiry.” 
He then sent out 600 circulars to personal 
addresses with not much better results. 
He tried investment papers. These brought 
him letters but they were mostly from 





bankers, loan brokers, etc., who were 
themselves middle men and expected to make 
a commission at their end of the line. This 


was not what he wanted ; he wanted to reach 
the investors directly and so have all the 
commission for himself and know with whom 
he was dealing. The trouble with the invest- 
ment papers appeared to be that the smaller 
investors do not subscribe for them, and they 
reach more generally the larger ones and 
those dealing in loans rather than those 
loaning money. The two methods which 
proved most successful in this case were 
personal letters (not circulars) and announce- 
ments in family papers, religious and other- 
wise. The religious weeklies paid best be- 
cause they went into the best homes and 
were read from head-line to bottom rule, and 
they are received by many devoted church 
people as implicitly as the gospel, nearly, 
and the advertisements have a weight from 
the paper’s i and standing, outside 
of the propositions contained. 

This may be an isolated experience, but it 
bo See the necessity of reaching 
the right people for your purpose. 

There is another fact in sdvertiding loans 
and the sale of securities ony _that 
many advertisers overlook. It is the timid- 
ity of capital. Announcements that ten or 
twelve per cent may be made on guaranteed 





investments by addressing the undersigned 
will attract no business that is worth having. 
It may bring in suckers, but no man who is 
seeking a legitimate field for investment is 
going to place money in such a deal as that. 
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He knows that no legitimate business to- 
day can guarantee ten or twelve per cent on 
general investments—or that if any can do 
so it will not be necessary for its owners to 
advertise, as there is plenty of money lying 
idle awaiting just such opportunities. 

No advertising requires so careful and 
thoughtful m ement as that calculated to 
win investment of capital, and none, perhaps. 
is so expensive, owing to the hig -priced 
nature of the mediums which it is necessary, 
or rather advisable, to use. The Western 
“promoters ”’ of booms have learned the les- 
son and are profiting by it. 








DEPARTMENT STORES. 


A war has begun in Illinois upon the great 
department stores, or bazars, and a legislative 
committee has been appointed to investigate 
the big establishments in Chicago, examine 
witnesses and take evidence, with a view to 
legislating them out of existence. 

hese great department stores are merely 
an enlargement of the old-fashioned “ general 
store.”” Of course stores on so comprehensive 
a plan as that on which some of these estab- 
lishments are conducted would not be possible 
except in the largest cities. The consolida- 
tion is quite in line with all commercial 
tendencies, and it is extremely doubtful if 
any legislation to prohibit such consolidation 
wonld be constitutional, That the success of 
the department stores is due to persistent ad- 
vertising is very palpable, and they are ex- 
amples of the beneht to be derived from a 
liberal use of printer’s ink.—Minneapolis 
Times. 
—— +e 
SOME “ WHYS,” 


The druggist—a registered pharmacist—is 
a man “above the ordinary ” in the matter of 
intelligence ; but though he may be skilled in 
the mixing of medicine for the masses, and 
deft in preparing pills for the people, it is safe 
to assume his experience has not fitted him 
for the work of ad writing. 

Yet, ninety-nine times out of every hundred, 
the druggist must prepare the advertising 
upon which he depends to draw trade to his 
store, and the sharp competition now forces 
him to realize the fact that such advertising 
must be more than the old-time “ card’’ in 
the newspapers, or a poor or indifferent 
hand-bill once depended upon to attract at- 
tention. 

If he cannot relegate this class of work to 
another, he must promptly post himself in a 
way to accomplish desired results by his own 
efforts. It is right here that the value of 
Printers’ Ink comes in. Every week this 
little journal should come to his desk, laden, 
as it is, with a solid, meaty presentment of 
the latest hints and helps in the line of adver- 
tising. The aid it offers to those who wish 
to secure practical examples with which to go 
to work cannot be had in weekly instalments 
elsewhere for $2 per year—if, indeed, at all. 

The druggist who will face the question of 
how best to spend his advertising appropria- 
tion, needs only to see a sample copy o 
Printers’ Inx to realize its positive value to 
him in a hundred ways. The sample copy is 
free for the asking. Cuirton S. Wapy. 

SomMERVILLE, Mass. 





A PAPER showing no wasted space, but 
every inch used to the best advantage for 
reading matter or advertising, makes the 
same impression on a prospective advertiser 
as a well-stocked store does on a customer— 
“it looks like business.” —Nebraska Editor. 














ADVERTISERS OF CINCINNATI. 
By Lewis Garrison. 

The ways of advertising in the large city 
»f Cincinnati are many and curious. It 
would take volumes to describe in detail the 
wonderful versatility the advertising men of 
tirms in Cincinnati possess. The firms that 
ittract the purchasing class to a great extent 
ire Knopf & Co., The Mabley & Carew Co., 
The John Shillito Co., The ys fa & Doepke 
Co., The George W. McAlpin Co., and Fec- 
1eimer Bros. 

The firm that excites the most curiosity is 
the large retail and wholesale firm of Knopf 
& Co. Their new store, five stories high, is 

cated at the corner of Fifth and Race 

treets. Itis the first electrical illuminated 
building west of the Alleghenies. Ever 
vindow frame of the building is covered wit 
incandescent lights, whose brilliancy at night 
ttracts wide attention. This firm is practi- 
illy new in Cincinnati, but by its undaunted 
idvertising in the daily newspapers has be- 
me specially conspicuous. For the first 
few weeks of business it advertised that 
with every purchase, no matter how small 
a souvenir would be presented in the form o 
blown glass made by the Venetian glass 
blowers, recently at the World’s Fair. Once 
r twice a page advertisement in the dailies 
was run, showing a Western Union Tele- 
craph dispatch from New York, stating that 
he proprietor had bought a consignment of 
goods and that they would mark down the 
prices one-half of their original figures. The 
firm’s most extensive advertising was on their 
so-called ‘‘customer-making sale.” This 
sale was advertised widely and prices were 
idvertised to have been marked down one- 
third of their original value, for the express 
purpose of making customers. Possibly little 
money was made by this sale, but the firm by 
so doing got its name in the good graces of 
the public. 

The John Shillito Co., the large Race street 
dry goods firm and one of the oldest in the 
city, are constantly before the people in both 
morning and evening newspapers of late. Its 
method of advertising is to divide up its 
space into the special departments of the 
store, giving the date of the special sale in 
each department and the marked-down prices. 
The time of the special sale is either every 
hour, or at noon, or between the hours of 9-12 
or 12-3, or sometimes the sale lasts the en- 
tire day. Their cheap book department is 
one which they advertise every day and in- 
ducements are offered to purchase standard 
sets, by a free presentation of one or mu 
volumes of some classical or modern writer, 
with each set. 

The Alams & Doepke Co. are the owners 
of the largest dry goods house in the Ohio 
Valley ; its buildings comprise nearly a block. 
The firm has grown so within the last five 
years that two extensions had to be built to 
its mammoth store. The outside of the build- 
ings is commonplace, but the large variety 
and display of every imaginable textile with- 
in belies the appearance without... The house 
advertises in Phi the Cincinnati newspapers. 
Their most extensive advertising last year as- 
sumed the name of “One Million Dollar 
Sale.”’ In the center of the space allotted to 
them by the newspapers a fac-simile of its 
establishment was pictured, and from the dif- 
ferent villages that environ Cincinnati were 
represented lines of people flocking to the 
doors of their establishment, showing what a 
grasp this great firm has secured upon the 
people by its liberal advertising. This sprin 
they inaugurated the second of their “* Mill- 
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ion Dollar Sales,” ana so extensive was the 
patron that the first morning of the sale 
too clerks were employed, and at 9 o’clock 
the doors were locked, for the building was 
packed to suffocation, and outside were large 
crowds of people waiting for admittance. The 
cloak department of the firm is the largest in 
the city. Special sales are advertised for 
every day in the week in some department of 
the store. For the last two or three years 
stages leave the store at stated intervals and 
pass along all of the down-town streets to ac- 
c d their ¢ s. The fare is 3 
cents. These stages advertise the house 
largely, as all guides, periodicals, etc., men- 
tion the firm’s omnibuses. 

Tke Mabley & Carew Co. are the largest 
advertisers in Cincinnati. Not an issue of 
any of the local papers appears without an 
advertisement of this firm. The store is op- 
posite the Fountain Square. Its greatest ad- 
vertising achievements are made possible by 
the advertising of their yearly Yuletide panto- 
mime; next in importance is their ‘* Mid-day 
Mark Down Sale,”’ on account of which the 
firm closes up the fore part of the day to 
mark down the prices, and at noon the store 
is opened, when the house is always crowded 
to the doors. Everything imaginable can be 
found in this store, and it is indeed an ideal 
modern establishment. 

The Geo. W. McAlpin Co., who lately sold 
goods only at wholesale, have transformed 
the three lower floors into the finest store- 
rooms in the city of Cincinnati for retail arti- 
cles. Everything is up to date. This firm, 
like all others, seeks the daily newspapers 
and places itself upon its merits before the 
yublic. In its advertising space, its head- 
ines are under the names of the months as 
bulletins. Under these bulletins, in large 
bold type, are tabulated the articles and 
prices on each floor. By this mode of special 
advertising, its daily sales are the firm’s 
main features, and by its undaunted adver- 
beer it has secured the confidence of the 
purchasing classes. I think it would be a 
most preposterous idea for a firm to assume 
that advertising could not increase its busi- 
ness materially, and that the increase there- 
from would hardly be perceptible. Truly, 
many and hard are tht roads that lead to the 
desired goal of competency ; but the one that 
is paved by judicious advertising in newspa- 
pers is the easiest of them all. 











A FAR BETTER WAY. 


Bagley—Did Old Billion get rich by water- 
ing his stock ? 

Wagley—No, he got rich by advertising his 
stock. 
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SOME SUGGESTIONS FOR REFORM IN 
POSTAGE. 


The following resolutionswere prepared by 
a special committee of the National Board of 
Trade and adopted at its late annual meeting 
in Washington. The delegates from St. Louis 
were E. O. Stanard, George E. Leighton, H. 
C. Haarstick, Wm. G. Boyd and T. B. Boyd. 

Whereas, The exigencies of modern busi- 
ness demand, in the postal service, the high- 
est obtainable degree of promptness and effi- 
ciency ; the lowest practicable rate for serv- 
ice, and absolute equality and fairress to all 
classes of industries ; and, 

Whereas, The average cost of handling mail 
matter is estimated at but 8 cents per pound, 
although, under the present law, 16 cents per 
pound, or a profit of roo per cent, is charged 
on fourth-class matter, and 32 cents per pound 
or an apparent profit of 300 per cent, c arged 
upon first-class matter ; a! ty 

hereas, The above excessive rates are 
claimed to be necessary because of an annual 
loss to the Department, estimated by the Post- 
master-General in his last annual report to ag- 
egate $16,973,000, resulting from the hand- 
ing of second-class matter at the rateof1 
cent per pound, or 87% per cent less than ac- 
tual cost ; and, 

Whereas, The free delivery privileges, un- 
der the present law, force the Soult ates. 
ment to assume an additional annual loss es- 
timated at $12,790,283.64, when, in fact, such 
expense is incurred directly for the benefit of 
other departments of the Government entitled 
to the franking privileges ; 

Resolved, at, in the opinion of the Na- 
tional Board of Trade, the existing laws gov- 
erning the various rates in the Postal Depart- 
ment have outlived the purpose for which they 
were originally designed, and have become 
manifestly unfair because they discriminate 
against one class of the community by charg- 
ing an exorbitant profit, and favoring another 
class by performing the same service at one- 
eighth its actual cost. Furthermore, that por- 
tion of the present law relating to franking 
en is not based upon approved modern 

usiness methods, inasmuch as it results in 
the making of misleading reports by enabling 
the respective departments of the Govern- 
ment and all who use the franking privilege 
to entirely ignore the item of postal expense, 
and add a fictitious cost of nearly thirteen 
millions of dollars annually to the operating 
expenses of the Postal Department; and, 
furthermore, the absence of a systematic 
check upon the use of the franking privileges 
naturally encourages abuses and extrava- 
gance which otherwise would be prevented. 

Resolved, That the fundamental principle 
of absolute fairness to all classes of citizens 
and the statistical value of employing the 
most modern and approved systems of con- 
ducting i and keeping accounts re- 
quire a radical’ modification in our present 
laws and the adoption of the policy that the 
postal service shall not be furnished to any 
class of citizens at less than the prevailing 
average cost ; the carrying out of which policy 
will both simplify the present work and make 
practicable the we changes : 

1.—Reduce letter or first-class postage to 1 
cent per ounce, or 16 cents per pound. 

2.—Merge the present second, third and 
fourth-class matter into one class, and charge 
auniform rate of 1 cent for two ounces, or 
8 cents per pound. 

peer. och to every department of the Gov- 





ernment, or any one now entitled to the frank- 
ing privilege, the cost of said service, to the 
end that every department: will show a true 
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and correct report of its operating expenses. 
Resolved, That a special committee of three 
be appointed to investigate the postal subject 
along the above lines; open correspondence 
with and seek the hearty co-operation of all 
the mercantile and trade organizations 
throughout the country, and inaugurate an ag- 
ressive and persistent campaign for awaken- 
ing popular interest in the matter, and for 
bringing proper public influence to bear upon 
all our Senators and Congressmen to the end 
that an acceptable postal bill will be prompt- 
ly enacted. 
Fintey Acker, Philadelphia, 
hairman ; 
Siras M. Gippincs, New York, 
BLANCHARD RANDALL, Baltimore. 
Committee appointed. 
—St. Louis Republic. 


WHAT IS GOOD ADVERTISING? 


I do not believe that any man can say be- 
forehand what is and what is not good adver- 
tising. That is one of the things that “no 
man can find out”’ until he tries its effect on 
the public. The ad expert comes in here, for 
he has tried the effect of his style on the pub- 
lic and the more experience he has had the 
better he is qualified to judge what shape to 
put his ads in. 

In writing agricultural ads there is ve: 
little chance to use experience of this kind, 
as the expert has rarely had an opportunity 
to study the wants of the people who buy 
agricultural implements. What I have said 
in Printers’ Ink has been pretty sharply 
criticised, on the ground that fa out of my 
place. I have made no pretense to being an 
expert in this line, but have always written 
from the standpoint of a farmer and have 
read agricultural ads pretty thoroughly that 
I might find which ones would have appealed 
to me if I had still been a farmer and in need 
of tools or implements. Whatever I may 
have said has not been said in any spirit of 
malice, for it would not add to or take from 
my salary a single cent if any one or any 
dozen agricultural advertisers did or did not 
patronize the papers in which I am interested. 
As half owner of one class paper and editor 
of another I am only interested in making 
them “‘pullers’’ for advertisers, and if I have 
any criticism to make it is because I think 
the advertisers are not living up to their op- 
portunity. 

I have a number of letters concerning what 
Ihave said on this subject, some agreeing 
with me and one or two dissenting from my 
conclusions. One of these letters says: ‘*You 
have told in Printers’ INK what you do not 
like about agricultural ads; will you give us 
something concerning what you do like and 
your reasons?”’ It was to settle this vexed 
question that we began last May to offer $5 
in cash to the one who would pick out the 
best ad in Farm News each month and give 
his reasons for the selection. In order to be 
perfectly fair all the replies to this offer were 
sent to some. prominent advertising agency 
and the award made from their decision. 
The number of replies received was very 
large and, strange as it may seem, the prize 
ad was in almost every case one that would 
not strike the average advertising man as 
being the best in the paper, though once or 
twice the selection was narrowed down to de- 
ciding which contestant gave the best reasons 
as several would choose the same ad, and 
when this happened the ad was one that 
was undoubtedly attractive and good. 

The first thing to be looked at in construct- 
ing an ad is to get people to read it at al! It 
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must be made striking. The next thing is to 
say something that will be remembered in 
connection with the articles advertised. I 
think this is especially necessary in advertis- 
ing for farmers, as they are not very close 
readers of ads as a rule. For this reason a 
cut with an ad for farmers in always in place. 
| fancy this is why the Dr. Pierce, Pearline 
and the hundred-and-one cheap watch ads 
pay as well as they do. The first and second 
are always original, if not artistic, and the 
last catches the eye of the man who has no 
watch, but wants one. 

The Aercmotor Co., Chicago, is putting 
yut some attractive ads, and I read them reg- 
larly, though I do not know that I will ever 
need a wind-wheel for any purpose. Each of 
their ads has in the center a wind-wheel and 
at the top is a catch-line in black type like 
this: 


8 Ft. for $15 


[he matter- accompanying shows why they 
cannot sell an 8-ft. aaa for $15 and gives 
good reasons too. Another of their ads 
catches the eye with this: 


$40 at $10 


This ad offers a $40 grinding mill in connec- 
tion with their wind-mill for $10. All their 
ads are set, with the exception of the catch- 
line and a few others, in which important 
points are claimed, in pearl type as solid as 
it can be set. This advertising is attractive 
and what is more, I have every reason to be- 
lieve it pays. This shows that open-work 
display is not always the only kind of adver- 
tising that pays. 

The Page fence ads were pointed out to me 
not long ago as bad advertising, but J do not 
agree with this. I believe it is about the 
best agricultural advertising that is running 
now, because results say so. The man who 
begins to read either the Page or the Aero- 
motor ads will find that they give him some 
information that is of interest. The writers 
of the ads have something to say and outside 
of the cuts, they use the space with solid type. 

I might refer to other good ads that are 
now running and I might, if inclined to do so, 
find fault with more. I have reason to be- 
lieve that a good many advertisers economize 
to their own injury in the way of taking 
small space in a great many papers instead of 
more space in fewer. I have tried this pretty 
well, and if I were making a list now I would 
take two inches every other time in the week- 
lies instead of one inch everytime. It would 
be better, of course, to take the two inches 
every time, but where it is a matter of cover- 
ing territory ona limited appropriation, every 
other week is better than half the space 
every week. This is not_a matter of guess- 
work with me, for I know where it has been 
tried with success. I believe it not far from 
correct to assume that a four-inch ad has 
twice the pulling power that a one-inch ad 
has, if the article is worth advertising at all 
and is something like a plow or cultivator 
that sells at from $10 to $40 or a reaper that 
is worth $100. If a one-inch ad pays a profit 
the extra space used will pay twice as much 
profit on the added expense. I could prove 
this by several who have tried it besides my- 
self. MILLER Purvis. 














——__—.< 

STEADY customers grow from chance cus- 
tomers, and chance customers are first se- 
cured by advertising. 
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THE FIRST OF THE ONE-CENTFR®. 

The first of those popular papers that are 
sold for the smallest coin in our American 
currency—the first of the one-cent papers of 
which the New York Press is now the fore- 
most exemplar—was started in this city just 
a half century ago, and immediately acquired 
a circulation that was very big for that time. 
It was at first less than a foot square, and its 
founder had no idea that a paper of four 
times its size, with a hundred times more 
news, would ever be published at its price ; 
yet he lived until he saw the New York Press 
as it stands here at this time. At the period 
in which the first of our one-cent journals 
took the field, the few dailies here had grown 
to be big, clumsy sheets, printed for the pe- 
rusal of what was called the “ commercial 
class.” Their field was circumscribed ; their 
utterances were both feeble and pompous ; 
their news was stale; they had but a few 
thousand subscribers. They were hidebound, 
unenterprising and unknown to the masses. 
Other ventures in the cheap line followed the 
first venture, as Bennett, Greeley and Ray- 
mond took the field. ‘The wind was soon 
knocked out of’ the old concerns known as 
“blanket sheets’? or “‘sixpenny papers,” 
which either perished or sunk frum sight or 
underwent a transmogrification. The Sun, 


the Herald, the Tribune and the 7imes were 
all started, each after the other, at the price 
of one cent, and were despised as “ penny 
papers’’ by their blanket sheet foes.—/ohn 
Swinton, in New 


York Press. 
os 


A SLIGHT MISUNDERSTANDING. 


A well-known brilliant entertainer, who has 
just returned from a five years’ tour in Aus- 
tralia, has many amusing tales to tell, among 
which is the following : 

“| was ordering my advertisement in a Mel- 
bourne daily newspaper office one day,” said 
the narrator, “‘ when a tall, lanky country- 
man walked in and said he wanted an “ 
a ” notice in the obituary column of 
the paper. 

” Py ole guv’nor died a year ago,’ he ex- 
plained, ‘ and I should like a bit o’ poetry in 
the paper about him.’ 

“** All right,’ answered the clerk ; ‘ have you 
brought it with you ?’ 

*** No,’ said the rustic; ‘can’t you fix me 
up a bit ?’ 

“* Certainly,’ replied the clerk. ‘Our charge 
for “‘ In memoriam ”’ noticesis six shillings an 
inch.’ 

** A look of intense amazement passed over 
the countryman’s face. 

***Good gracious !’ he cried, as he made 
for the door, ‘I can’t afford that; my guv- 
’nor was six feet high!"—Zhe Amusing 
Journal. 


stesemecnisdpedlailiacadteeapiinessde 
CALIFORNIAN SAPIENCE 

You can write your announcement and put 
it in the stove for nothing. You can print it 
in a sheet read by nobody, and respected by 
nobody, for next to nothing. hat you 
want—and what you know you want—is to 
reach the class of people to whom your wares 
are useful. If you were approached by a 
gentleman who should say: “ Here, I’ve a 
corner lot at the bottom of the ocean, four 
miles off Long Beach, which I'll sell you for 
four dollars. Why should you pay $1,000 
for a lot of the same size on Adams street, 
Los Angeles?’’—well, you would hardly 
bother to answer him. Yet some people 
advertise as if they preferred the submerged 
location because it is ‘ cheaper.”—Land of 
Sunshine, Los Angeles, Cal. 
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SECOND-CLASS MAIL MATTER IN BUF- 
FALO. 


Postmaster Baker, of Buffalo, recently made 
an interesting statement relative to the 
amount of deficit in the post-office of that 
city each year owing to the existing rates on 
second-class matter. 

During the quarter ending March arst, 
284,682 pounds of second-class matter passed 
through the local office, for which the Gov- 
ernment received the usual rate of one cent a 
pound. In addition there were 21,010 pounds 
of free matter, that is, publications issued 
within the county. 

Taking the past three months as an aver- 
age quarter, the total amount of second-class 
matter handled by the Buffalo office in 
a year would be 1,222,768 pounds, on which 
the charges would amount to but ‘bur, 287.28. 

In the Postmaster-General’s last aaa re- 
port it was estimated that the average rate of 
transportation charges which the Govern- 
ment paid to railroad companies on second- 
class matter was a fraction over eight cents a 
pound. 

At this rate of eight cents, the cost to the 
Government of the delivery of the second- 
class matter sent out annually-from the Buf- 
falo post-office would be $97,821.44. In other 
words, if no second-class matter were handled 
at all, the Department would gain $86,434.16. 

—— +o 
BLANK’S MIS!IAKE, 

Blank is a druggist in a city of 30,000 in 
Central Ohio. He calls himself “ he Live 
Advertiser,” and does display more original- 
ity and ingenuity in advertising than all the 
other drug dealers in the city put together. 
But for all that he does not lead the trade of 
the town and he can’t understand why. 

One of his recent freaks of cleverness oc- 
curred when he had a new floor put in his 
store room. For a day a big pile of old 
flooring stood in the street in front of his 
door. He put a big sign on it: 








THIS IS THE OLD FLOOR, 
COME INSIDE AND SEE THE NEW! 





Again, there was a street car asdten a 
block away from his store. On the bottom 
of the upturned car he erected a bulletin: 
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grammes, and almost always he uses a pict- 
ure of “ Blank, the Live Advertiser’; not 
that he thinks people care anything about 
seeing it, nor because he is especially vain of 
his phiz, but because he has fallen into the 
habit. 

If Mr. Blank would buy a little space in 
the daily papers of his town, and display the 
same ingenuity and energy in getting up 
clever ads for this space that +5 does in 
posting bulletins, he would soon rule the 
trade of his town. But to do this it would 
be necessary for him to talk drugs, and not 
Mr. Blank. 


THE COLORED QUESTION. 


A CLEAR COMPLEXION 


















—AND— 


Straight Hair Guaranteed. 
OSLINE. 
JAB. 8. SIMMS 







Dermatojogist, 
Secon & Grem Sts. Lownville, K 








An examination of advertisements in the 
Colored American, of Washington, D. 
suggests the idea that a solution of the col 
ored problem has been discovered. 








BLANK, THE LIVE 
ADVERTISER, 
STILL LIVES! 


Very clever, and yet in the first instance a 
ve: “literal old lady went into the store 
looked at the new pine floor going down, and 
then turned up E nose contemptuously, 


ae: 

ell, I don’t see anything wonderful 
about that floor!” and out she stalked with 
an aggrieved and injured air. 

In the second instance a dozen or more 

ople went into the store and asked if 

r. Blank was badly injured in the street 
car wreck, and instead of enjoying the joke, 
felt very jadignant when informed that he 
was not injured at all. 

Blank is always watching for an oppor- 
tunity to get this kind of advertising, but the 
every-day, prosaic people of his town think 
he is sort of guying them. 

His newspaper advertising is largely con- 
fined to the attaching of his name to readers 
paid for by some proprietary medicine con- 
cern. Frequently his ad appears in pro- 








Wonderful 
Discovery 


CURLY HAIR MADE STRAIGHT BY 





OZONIZED. Ox mal MARROW 
AYNER, 
ame. ame +h, srs., 














The articles advertised take the curl from 
the locks, and change the complexion to a 
pearly white. 














WHY DRUGGISTS SHOULD SUBSCRIBE 
FOR ‘* PRINTERS’ INK.” 


Every business man who desires to be 
breast of the times and conversant with 
modern methods of doing business, should 
avail himself of all the helpful hints he can 
lay hands on. A journal devoted to his par- 
ticular busi , trade or pr ion is almost 
. necessity, in order that he may intelli- 
rently carry on his trade. But, as the old 
recipe for cooking a hare says, “ First catch 
your hare,” so a business man must first 
cure a trade before he can cater to it. To 

t custom he must advertise, and his adver- 
tisement must be written, displayed and 
aced as well or a little better than that of 
s competitors. To do this he must thor- 
ighly learn the lesson of advertising, and 
this can be mastered in no better school than 
that taught by “The Little Schoolmaster.” 
Persons engaged in other branches of busi- 
ness can learn to a certain extent from their 

mpetitors, but pharmaceuticaladvertising is 
in its infancy. The business is so closely al- 
lied to the medical profession that it has im- 
bibed considerable of that profession’s preju- 
dice against the art of advertising. But in 
these latter days wide-awake men, with icono- 
clastic ideas, have invaded the business, and 
by judicious, persistent and liberal advertis- 
ing are making inroads on the trade of the 
conservative old-style apothecary, in the 
same manner that the advertising doctors are 
none the best and most desirable 
practice of the ethics-fearing physician. 

These two classes of advertisers may be 
called “cutters,” ‘‘ quacks” and “ unpro- 
fessional,” but, as Grover says, it is, “* a con- 
dition, not a theory that confronts us ’’—call- 
ing names does not mend the matter. In the 
neat future the druggists will be among the 
most liberal advertisers, for the reason that 
the nature of their business furnishes un- 
limited possibilities for advertising and the 
exercise of advertising ingenuity. The serv- 
ices of the ad writer will be invoked, and 
druggists will avail themselves of every mod- 
ern 2m obtainable, in order to make their 
advertisements striking and readable. The 
druggist who first takes the departure in any 
city or town will be a winner, and his com- 
petitors will be compelled to follow his ex- 
ample in self-defense. 

he up-to-date, enterprising druggist who 
is a subscriber and a constant and discrimi- 
nating reader and student of the pages of 
Printers’ INK possesses the whole armor of 
advertising, and is well equipped for the bat- 
tle. It stands at the head of publications of 
its class—the pioneer and the peerless—and 
no other journal published contains so much 
information applicable to the subject. No 
druggist should be without it, as each num- 
ber contains matter worth more to the tyro in 
the art of advertising than the price of a 
year’s subscription. J. M. Crayton. 

Potomac, Il 

++ 
1HE POSTAGE STAMP TEST. 
From the Nebraska State Journal. 

About the only way to tell the counterfeit 
postage stamps from the genuine article 
manufactared by the government is to moist- 
en the gum and place the sample on the 
ipper right-hand corner of the envelope. If 
it sticks it is a counterfeit. 
aaa al 











Men who of advertising think 
Should now subscribe for Printers’ INK. 


PRINTERS’ INK. 
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ADVERTISING A DRUG STORE. 


Charles Austin Bates, in “Trade Mag- 
azine.” 


Publish a directory of the physicians in 
the vicinity. Give their office hours. It 
doesn’t hurt a druggist a bit to have the 
good-will of the medical profession. This 
will help to get it. 

know a druggist on an uptown corner 
in New York City whose business has in- 
creased 300 per cent in three or four years, 
and most of the increase is traceable directly 
to the publication of a little paper. 
course, he keeps a good drug store, and holds 
all the trade he gets. It wouldn’t do an 
good to advertise if the store weren't all 


—. 

t would be well to advertise a few cut 
prices—special bargains. I do not mean to 
advise promiscuous “ cutting,’ but prices 
are very powerful trade attractions—after 
quality, I think the most powerful. 

The druggist in a smal] town may safely 
depend on the local paper if it is a good one. 
If not, he had better have a pape: of his own. 
He can get a partly printed paper of this 
sort, with a column, or a page, reserved for 
his individual use, at a cost of per 1,000, 
The local paper is the best, however, and the 
cheapest, if,it has a fairly good circulation. 

A West Virginia druggist I know of 
three years ago sold $5,000 worth of goods, 
the next year $7,000, the next (1893) $11,000, 
and he says he expects to sell $17,000 this 

ear. He has done this by persistent use of 

is local papers—quoting prices. 








THE NUMBER GROWING LESS, 


It does not seem that the distribution of 
calendars has grown this year. The pro- 
duction of these useful articles is less than 
for four or five years past. Only a few of 
them can be afforded space in any office, and 
so many have been supplying what was 
needed that the less showy and ornate ones 
are covered up, while the finest are begged by 
the ladies phe es persons who have no con- 
nection with business. Thus the very object 
of printing them is defeated.—Engraver and 
Printer. 


RETAIL DRUG ADVERTISING, 
John P. Lyons, in“*The Spatula.” 

In advertising it is an excellent rule to 
follow, to see et your neighbors are doing 
and do something else. You must be pecul- 
iar; you must get out of the general groove 
if you are going to advertise succesfully, 
because, of course, the sole aim of advertis- 
ing is to call attention to yourself, and the 
quickest way to call attention to y« urself is 
to be conspicuously different from those 
around you. 

Now it is an excellent idea for the retail 
druggist—and, in fact, for any retail dealer— 
to make a study of his local paper, and to see 
what his competitors are do‘ng in the way of 
advertising, and then to ::e if he cannot 
strike a different gait. For instance, if the 
are all running to big displays, with bill- 
board type, you will find it much more effect- 
ive if you get a space in the very heart of 
these displays, and simply fill it with modest 
reading type. Your surrounding of big, 
black type will make your very modesty 
the most conspicuous thing on the page. Of 
course, if you are advertising on a page of 
reading matter, display type will best serve 
your purpose. 
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COMPETING TRADE-MARKS. 

The following registrations containing the 
word “‘ Bromo” have been made in the U .S. 
Patent Office, viz. : 

Bromo Soda, by Wm. R. Warner & Co. 
July 20, 1886. 

Bromo-Caffeine, by Keasbey & Mattison. 
Dec. 14, 1886. No. 13,86 " 

Bromo-Chloralum, by ‘Pilden & Co. Aug. 
24,1875. No. 2,854. July 2, 1889. No. 16,786. 

Bromo-Carbonate, by Theodore Merrit. 
July 3, 1894. No. 24,957. ; 

Bromo-Fizz, by Harvey Manufacturing 


Co. July 10, 1894. No. 24,991. 
Bromo-Lithia, a E. A. Butts. May 2, 
1893. No. 22,929. 
Bromo-Paper and Envelopes, by Geo. W. 
Thompson. June 18, 1889. No. 16,739. 
Bromo-Pepsin, by F. M. Criswell. March 
7, 1893. No. 22,612. 
Bromo-Peptine, by F. M. Criswell. May 
30, 1893. No.2 
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cmodimaiinien, by Johnson, Glover & 
Co. April 15, 1890. 0. 17,781. 
Bromo-Pyrine, by Henry K. Wampole & 
Co. April 16, 1889. No. 16,5or. 
Bromo-Seidlitz, by Williamson, Ingram & 


Griggs. May 21, 1889, No. 16,626. 

Bromo-Seltzer, by Isaac E. Emerson. May 
21, 1889. No. 16,599. 

Bromophine, by Mellier Drug Co. March 
28, 1893. No. 22,703. 

Bromo-Vichy, by Geary Drug Co. Feb. 
28, 1893. No. 22,532. 

Bromidia, by Battle & Co. Aug. 2, 1881. 


No. 8,534. 

Bromoline, by G. H. Lohman & Co. Sept. 
21, 1880. No. 8,046. 

“Bromo Caffeine” (for medicine). Title of 
label registered by Keasbey & Mattison. 
June 26, 1883. No. 3,318. 

‘Bromo Celery Compound ’’ (for a medic- 
inal preparation). Title of label registered 
by J. i. Hancock. Aug. 13, 1889. No. 


9997- 

.;—— Cocaffeine”’ (for a medicine). 
Title of label registered by Keasbey & Mat- 
tison. Sept. 14, 1886. No. 4,963. 

“Bromo Cocaine” (for a medicinal prep- 
aration). Title of label registered by Keas- 
bey & Mattison. Aug. 31, 1886. No. 4,953. 

“ Bromated Syrup of Dover’s.’’ Title of 
label registered by W. L. Gregory. Dec. 6, 
1881. 0. 2.562. 

“Bromo Theine”’ (for a medicinal prepara- 
tion). Title of label registered by Keasbey 
& Mattison. Aug. 31, 1886. No. 4,952. 

“Warner & Co.’s Effervescing Bromo Pot- 
ash.”’ Title of label registered by W. R. 
Warner. Nov. 23, 1886. No. 

“Warner & Co.’s Bromo 
of label registered by W. R. Warner. 
20, 1886. No. 4,912. 

The following are unregistered marks: 

Bromo Coco of T. A. T. Judd, Washing- 
ton, D. C. 

Bromodine of the Columbia Drug Co., id. 

i 

IF you can’t afford to advertise, discharge 
one clerk and put his salary into newspaper 
space. You'll shortly have to hire him back 
again to take care of the increased trade. 
ss 


Ir the advertiser intends to do business 
for a week or a month, very likely he can 
make more profit by lying; but if he is in 
business to stay, to establish a local or na- 
tional reputation, and proposes to do business 
year in and year out, and leave his business 
to posterity, he will find that honesty will 
pay him. Honey in advertising means per- 


&° 9- ? 
Soda.” Title 
July 








manency in business.—Dry Goods Bulletin. 
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IT’S AN INTRODUCTION. 


A good advertisement in a reliable paper is 
equivalent to a letter of introduction from a 
mutual friend. If you have traveling men on 
the road they can sell your goods far easier, 
as the advertisement has paved the way for 
them, and your house is known. Many a 
drummer for a good reliable house loses an 
order simply on the grounds that his house is 
unknown, as the majority of buyers are afraid 
to buy from unknown parties. If you want 
to get good results from your men on the road 
you should advertise liberally.— Denver Com- 
mercial Tribune. 


—— ++ —____ 
THE EVENING PAPERS. 

The advantages of evening over mornin 
papers are everywhere becoming recognized, 
and nowhere to a greater extent than on the 
Pacific Coast, where the difference in time 
between it and Chicago, New York and the 
news centers of the East is two or three 
hours, thus giving the coast evening papers 
that amount of additional time to “ clean up ” 
the news of the country.—Los Angeles (Cal.) 
Express. 

——_ +o —__ 
CHILDREN’S SCRIBBLING BOOKS. 

Personally I have found splendid results 
from the distribution at intervals of three 
or four months among the country school 
children of scribbling books with tasty ad- 
vertising covers. These books were invari- 
ably taken home and everything readable is 
perused in the average farmer’s home. This 
form of advertising has the advantage of 
being cheap and at the same time effective. 

Don’t miss an opportunity to push trade 
with paper and ink. It pays. 

R. D. Scott. 


— 


SOME ORIGINAL SUGGESTIONS FOR 
UNIQUE WINDOW ADS. 
Brooxtyn, N. Y., March 26, 1895. 

Editor of Printers’ Ink: 

Outside of newspaper advertising, nothing 
has a better effect in drawing customers into 
a store than a neatly arranged window hav- 
ing some striking novelty displayed therein. 
Many storekeepers realize this, and the most 
enterprising of them usually have a fresh at- 
traction in their windows at least once a 
week. 

And, therefore, it is quite as likely that a 

ood many readers of Printers’ Ink would 

Be interested in suggestions for window dis- 
play, as well as in pointers on newspaper ad- 
vertising. The following ideas are submitted 
with such a hope and, so far as the writer is 
aware, are strictly original. I have never 
heard or read of any of them having been 
tried. 

I believe that motion attracts the eye 
quicker than the lack of it, and anything liv- 
ing is almost sure to arrest the attention of 
the passer-by. good Easter window dis- 
play for a dealer in dairy products would 
as follows: 

Put a couple of fine looking hens in the 
window on a litter of straw. Have some eggs 
well displayed near them, and around the 
neck of each fowl a ticket reading, in bold 


type: 





YOU ARE 
THE PEOPLE 
WE'RE LAYING FOR. 





This would not only amuse the people, but 
afford the best possible indication that the 
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eggs are fresh. It can be tried for very little 
cost. 

A good window display for a dealer in la- 
dies’ shoes would be to arrange the window 
front—if there were space—in a series of five 
partitioned compartments, having in the first 
a live goat, or kid; in the second, nothin; 
buta rough goat skin ; in the third a dresse 
goatskin ; in the fourth the skin cut out in 
pieces for a shoe, and in the last a perfectly 
finished lady’s shoe. The exhibit should be 
entitled ‘* The Evolution of a Shoe ;”’ it would 
show the different stages of its manufacture 
from the skin on the live kid to the fashionable 
shoe, and could not fail to prove an attract- 
ive, interesting and educational window dis- 
play which, like the previous example, would 
cost but little. 

I have always believed that the best pos- 
sible window display for a druggist would be 
to give up space enough for the compounder 
to prepare prescriptions in full view of pass- 
ers-by. The extreme reverse is invariably the 
case. The man who puts up doctors’ pre- 
scriptions is hidden away behind a partition, 
so as to conceal both himself and the drugs 
heis using. There may be a professional 
reason for this, but it always carries an air of 
suspicion with it—a feeling that there is 
something being done or used that it is not 
intended the public should see 

For this reason the suggestion above made 
would be quite an innovation, and the very 
openness of the proceeding could not fail to 
inspire confidence in the customers. A large 
card might be used in the window reading 





RESCRIPTIONS 
ROPERLY AND 
ROMPTLY 
REPARED. 





The experiment is weli worth trying, and it 
is a mystery to me that it has not been tried 
before, but, so far as I have been able to as- 
certain, nobody has yet ventured to break the 
professional rule and test the public’s opinion 
on ‘open handed’ work. 

Now, for a clothier doing a good business 
and wanting to do better, here is a suggestion 
which is easily practicable, but might cost a 
few dollars. I am taking it for granted that 
the store will be in a busy neighborhood, a 
street where people are passing to and fro all 
the time. Pay your salesmen a little extra 
for their Sunday morning or afternoon, and 
fit up one entire window like a comfortable 
room. Have the men seated or standing in 
this room, arrayed in the best garments, 
showing the variety of styles and patterns. 
They have nothing to say except amon 
themselves. They should be natural, rea 
books or papers, chat among themselves, 
smoke a cigar if they so desire and appear al- 
pea coed ignorant of the fact that they are on 
exhibition. Two or three hours of this at the 
busiest time of the Sunday—the store, of 
course, being closed—would make a very 
novel show, would create much talk and that 
is one of the chief aims of advertising. 

In parenthesis I would remark that one 
should always draw attention to his window 
display when writing his newspaper ads, and 
the two methods will thus be found to mu- 
tually help each other. Persons often go out 
of their way to inspect a window, if they 
know of it. 

The reputation for getting up novel window 
displays is sure to attract many people to 
pass your store who would not otherwise do 
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so. The curiosity to see * the latest ’’ is in- 
nate in human nature. You can’t carry the 
realism in these exhibitions too far ; the more 
natural they are the better on will please, 
but when possible they should have some af- 
finity to your business, otherwise their raison 
d'etre may be questioned. 

I think a window arranged like the one 
suggested for a clothier would be a capital 
idea for a dry goods store, substituting ladies 
and ladies’ A ves for men. There would 
be an opportunity in this case for displaying 
dresses, cloaks, millinery, gloves, etc., witha 
chance for greater variety of styles. Instead 
of Sunday, any evening after regular store 
hours would do. The ladies might be 
grouped talking—about the most natural oc- 
cupation they could assume. 

Another capital exhibit for the windows of 
a dry goods store is some garment or fabric 
in process of manufacture, for instance, silk 
weaving, feather curling, or even the trim- 
ming of hats. Most women like to ‘ know 
how it is done,” and such exhibits are there- 
fore highly instructive and interesting. 

I have often thought that a butcher who 
wished to push his goods well, and have the 
credit of a novel advertising idea, might do 
worse than devote part of his store to a kind 
of kitchen, and have a cook in charge of same 
who would give a small plate of hot roast 
beef, veal, lamb or pork to intending pur- 
chasers, who could thus effectively ‘‘ sample”’ 
beforehand a piece of the meat they were 
about to buy. What a drawing card that 
would prove for a window! But great dis- 
crimination would have to be used in serv- 
ing, otherwise the free lunch fiend of the sa- 
loons would be apt to make the store his 
home. 

Window displays, well conceived and ar- 
ranged, are good advertising, but, as I in- 
timated before, they should only be used as 
adjuncts to the regular newspaper advertis- 
ing, and not independent of it. Such exhi- 
bitions are good salt to advertising food—but 
nobod would think of making a meal on salt 
alone! J. C. GRAHAM. 


IN INDIANAPOLIS. 
INDIANAPOLIS, March 29, 1895. 
Editor of PRinvERS INK: 
As a sample of ingenious card or sign 
writing, I think the inclosed is entitled to a 
place in yout journal: 





mal say Wwe hare 


YO OV o 


O00d-BUT-ARRE NOT 


&) ons wit h-money 


It a peared in the window of the “* Boston 


Hat Co.,” a new concern here, and if the 

crowds at the window were any criterion, its 

power as a “crowd attractor”’ was a success. 
TRANSLATION. 

“We don’t care a deuce what Jack Aces 
may say ; we have a house full of goods, but 
are not flush with money.” 

Tuos. SULLIVAN. 
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WHAT IT WILL FETCH. 


Sr. Josern, Mo., April 8, 1895. 
editor of PRINTERS’ INK: 

What is advertising space worth in a month- 
ly periodical, size 5x8 inches, with about on | 
pages of reading i in it? which makes the boo 
avery desirable one for reference. It will 
have a circulation of 10,000 per month, and 
will reach the better classes of people. where 
iz will do the —- amount of good. e 
style of the book will be first-class, and 
orinted on the best of paper, nothing being 

spared that will add to ey, 
MILLER. 


- 
A LONG RUN. 


“ Tue St. Mary Arcus.” 
D. A. Ciark, Proprietor. 
Sr. Mary, O., April 10, 1895. 
Editor of Printers’ Ink: 
The inclosed was taken from the Argus of 
February 2d, 1895, and will explain itself : 


AN OLD ADVERTISEMENT. 


On August 18th, 1872, the Argus, then 
called the Courant, was estab ished in 
this town. In the first issue appeared an 
advertisement of Frank Koeht's grocery 
business, which has been running without 
change of form or wording until this day, 
February 2, 1895, after which it will be 
discontinued by reason of the fact that 

r. Koehl to-day retires from business. 
While many of our readers may have 
looked upon | the advertisement without 
change as a “chestnut,” it is a fact 
yond dispute, and one which Mr. Koehl 
can ever refer to with satisfaction, that 
the last statement therein, “Give him a 
call and get your money’s worth,’ ’ has al- 
ways been his reputation in business. The 
advertisement, just as it appeared more 
than 22 years ago, is as follows: 


THE OLD STAND 
STILL AHEAD! 


~FRANK KOEHL, - 


Proprietor of the Popular 


Crocery Store! 


Corner of Main and Spring Streets, 


| ST. MARYS, - OHIO. 
DEALER IN 
CROCERIES, PROVISIONS, 
Country Produce, Etc., 
IN ABUNDANCE. 


| All the latest market products on hand 
for sale. Give him a call and get your 
money’s worth. 














G. Ep. NAFTZGER. 


i es 
SomeERVvILLE, Mass., April 2, 1895. 
Editor of Printers’ Ink: 

I rise to ask what is the matter with the 
writers of advertisements that each should 
break his neck in a wild scramble for an unique 
title for his profession? 

Down my way there are a number of car- 

nters. Bill Jones calls himself a carpenter. 
Sim Smith says 4e is acarpenter. Ike John- 
son is a carpenter in name as in fact, and 
doesn’t seem ashamed to be thus styled. 
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It hasn’t even occurred to Jim that he wight 
write “Sawdust Manufacturer” after 
name. Jones hasn’t in my hearing hinted 
that he ought to be known to the world asa 
“Shingle Rastler.”” Joh has ad 

who can play “‘ The Beautiful Blue Danube” 
eight hundred times in half a day, on the _ 
ano, yet he doesn’t inscribe on his bill-hea 


IKE JOHNSON, 
Weaver of Dwellings for Man and Beast. 











’ But he could; and the handful cf black- 
smiths in town could easily concoct each a 
separate title for himself. hy don’t they? 
Are they behind the times? It would seem so 
from a glance over the advertisin D cae ane 
r. Fowler is a Doctor of vertising. 
Mr. David is an Attorney at Advertising. 
The alliterative Boston Mr. Fowler is an ink- 
smith, with “a shop” quay. Many 
another is an “* Ad-Smith,” or “ rt.”” 

I think there is a revulsion of feeling i in the 
matter, at hand; and soon the writer of ad- 
vertisements will be called an Advertisement 
Writer. 

Why not? 

Isn’ x ** plain English ” good enough for the 
writer of advertising to use in his own an- 
nouncements? I think so—excuse this plain 
English. I’d like to hear from readers who 
oe to handle these titles with their eye- 


si 
Wen’ ’t some of the “ outsiders ” speak up? 
igned: Cuirron S. Wapy. 
Advertisement Writer. 


A POSSIBLE SNAP. 


“THE CONSTITUTIONALIST,” 
W. A. Hottanp, Proprietor. 
EMINENCE, Ky. -» April 6, 1895. ; 
Editor of PRINTERS’ INK: 

I see much in the columns of your very ex- 
cellent publication in regard to the special 
advertising representative. Now, why is it 
that some enterprising advertising man does 
not select, say, fifty old and reliable local 
weekly newspapers and handle them exclu- 
sively ? It would bein the nature of a “‘ snap”’ 
to the right kind of man. . HoLianp. 





pscciivtel = > mere ney 
FRESH AS A ROSE, 


AnaconpDA, Mont., April 11, 1895. 
Editor of Printers’ Ink: 
The attached clipping was published as an 





| Jee Richards Receives Another 
Letter of Praise. 
Burts, April 1.—The following letter, 
which was received to-day, explains ite If: 
RANGEDALE, N. S., 25, 1895. 


or Butt ‘e Un- 

., Butte, Mont. 
Friend: I arrived at home 
fg — yo os —— -~ late wife's 
mains, and a port to you 
their condition. vhens they reached here 

— & were as - rfect as t 
ui 


her friends ~y two days previous to the 
— oe & © same as when 
yn our preserva- 
ive work. Thanking you for your past 
kind attention, and also all my worthy 
friends of Butte, I remain, yours truly, 
ANGUS CAMERON. 














advertisement in the Anaconda Standard, 
April 2. Yours truly, 
STANDARD PusLisHiINnG Co. 
W. E. Bond, Manager. 











THE MANAGERS DiD NOT SAY. 
New York, April 3, 1895. 
Editor of Printers’ Ink: 

An article on the advertising of a great 
dry goods house in this city, and its methods 
of drawing customers, appeared in PrintE«s’ 
Ink last week, and the views of some man- 
agers of dry goods stores in this and other 
large cities, as to the policy of the peculiar 
method of advertising, were given. These 
managers seem to feel that the peculiar ad- 
vertising was a mistake, that they had tried 
it and it had failed, etc. 

This may be measurably true, but the 
managers did not say whether it was the ad- 
vertising that failed, or that the goods that 
they pretended were of the quality stated did 
not come up to the representation. 

This is a matter of the greatest importance, 
and is really the gist of it. It is not of the 
least use to tell lies and pay a great price for 
telling them, because the buyers, who are the 
court of last resort, know perfectly well 
where the truth is. Advertising trash as bar- 
gains, in the expectation that there are sim- 
pletons enough left to keep up the reputation 
of a house, is a mistake. There are any 
quantity of simpletons left, but as a rule they 
have no money. Ecsert P. Watson. 





DEAD AND DYEING. 
Cincinnati, Ohio, April 10, 1895. 
Editor of Printers’ Ink: 
Note this clipping: 


DIED 
COVINGTON—John I. Covington, on Wed- 
nesday, April 3, at Brooklyn, N. Y. 
Saturday, April6, at 11.30a.m., 





Funeral 
from the residence of his mother, Mrs. 8S. 
F. Covington, isonville, O. Inter- 


ment at Spring Grove Cemetery. 
MONUMENTS—Special prices. A. White 
& Sons. 
and CLEANING at 


D Y El NG Walker's by J. H. DOTY, 
successor, 61 E. 3d street. 

















Evidently Mr. Doty, the dyer, thinks a po- 
sition under death notices a “ preferred”’ 
one. His ad has occupied this position for 
some time in Cincinnati Enguirer and Com- 
mercial Gazette. . H. Watton. 





AND SO DOES OUR CORRESPONDENT. 
Dwicut, Ill., April 1, 1895. 
Editor of Printers’ Ink: 
Inclosed is a sample of school advertising: 


PECIAL offer if send stamp. Name 
K Voice. 88th year. $50,000 building. 
Free Tuition. No. Granvil, N. Y. 


It looks like they needed the “* Little School- 
master.” A. R. GoopsPEEpb. 
——_—_——_—+oo>—__<_ 


OUT OF SEASON ABSOLUTELY. 


140 W. 23d street, 
New York, April 5, 1895. 
Editor of Printers’ Ink: 

Are there any — to be had by making 
a contract mow for next year’s advertising 
space? The returns we are getting from our 
ads in Printers’ INK are so satisfactory that 
we are prepared to talk ** renewal.” 

Release your quails and we’ll get our gun 
ready. THE us Press, 








PRINTERS’ INK. 
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HIS BEST ADVERTISEMENT. 


Drucs, Five Cuemicats, TorLet 
RTICLES. 
JANESVILLE, Wis., April 13, 1895. 
Editor of Printers’ Ink: 

After an experience of twenty-six years in 
business, I send you copy of ad that has been 
the best paying to me. In 1870, having many 
calls for dyeing recipes, I got out one thou- 
sand little slips ¢ our pages) of dyeing recipes. 
This taking so well, the next year I issued a 
book of forty pages. This I continued for a 
number of years. The call increasing so fast 
for books, eight years ago I changed my plans 
and put in an edition of ten thousand books. 
One peculiar feature was every recipe given 
me had to have the name of the sender and 
address. In this way, every lady or farmer 
who gave recipe must not only have a book, 
but every friend must have one, and they can 
now be found all over the country. I do not 
distribute them, but give out as called for. 
and send by mail. Outside of Wisconsin I 
charge ro cents per copy, to cover cost of mail- 
ing. I will say I have had better returns 
from this way of advertising than any other. 
and have noticed a large increase of sales o 
the fof advertised when a new edition of 


the goes out. Yours truly, 
E. B. Hensrassr. 


——-—_4 or 
HONEST ANID EFFECTIVE, 
New York, April 15, 1895. 
Editor of Printers’ Ink: 
You are interested in odd ads. I inclose one 
EVENING & NIGHT WANTED by an Irish. 


man ; able & willing. E. N., box62i World, 
Harlem. 














cvt from the situations wanted column in 
yesterday’s World, which is a little out of 
the ordinary. S. Britton. 


~- 2 

HONEY 

Boston, April 16, 1895. 
Editor of Printers’ Ink: 


Why doesn’t somebody put comb honey on 
the market, and advertise it under a special 
and distinctive name ? 

Comb honey is not only sweet and whole- 
some, but nutritious and strengthening. I 
buy it for my table, and never get two lots 
alike. There must be great quantities of it 
sold, for there are nine million celonies of 
bees in the United States, making an invest- 
ment of $27,000,000 in bees alone. The value 
of the annual honey crop is over one hundred 
million dollars. 

Everybody knows that honey varies in color 
at different times during the season, and in 
different localities ; so that a dealer could buy 
and sell, knowing that people would make 
allowance if their purchases differed at times. 
People will buy an article they are familiar 
with, if it is only a name to which their 
familiarity extends. E. L. Smrru. 


THANKS. 
Sacrep Heart AcApEMy, EpGEwoop, 
Mapitson, Wis., April 7, 1895. 
Editor of Printers’ Ink : 


We are in receipt of your Special School 
Number, and congratulate you on the excel- 
lence of its several articles. To put it in the 
stock phrase of the day, “ it fills a long-felt 
want.”’ Respectfully yours, 

Dominican SISTERS. 
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HE APPRECIATES A GOOD THING, 
AvameEDA, Cal., March 29, 1895. 
Editor of Printers’ Ink: 
We inclose a letter from one of Alameda’s 
business men showing the value of PrinTERS’ 
Ink: 





ALaMED4, March 27, 1895. 
T. G. Daniels, 
Argus Publishing Co., 
Alame 


da. 

Dear Sir—I beg to aqhnowtedee receipt | 
of Printers’ Ink regularly. I think it is 

| the best ad educator in the country, and | 

| [thank you for your kindness and thought- 
fulness. Yours respectfully, 


F. BINDER. 
1362 Park street. 





Respectfully, 
Arcus PustisuinG Co. 


UTILIZ!D PRINTERS’ INK’S IDEAS, 


Office of ‘“‘ THe TRAVELER.” } 
San Francisco, Cal., April 3, 1895. 
Editor of Printers’ INK: 

As a matter of possible interest to you, we 
take pleasure in inclosing a few hotel cards 
that os just been sent us by Mr. C. M. 
Hill, manager of the Windsor Hotel, Denver, 
Colorado. You will probably recognize the 
otel edi- 


source of the head-lines from the 
tion of Printers’ Ink. 

Mr. Hill is an interested reader of your ex- 
i Yours truly, 
JOHNSTONE & BRYAN. 


cellent publication. 


—— +o 
JOURNALIST AND AD-SMITH. 


Office of “* GazeTTE.” } 
Harpwick, Vt., April 6, 1895. 
Editor of Printers’ Ink: 

I write all the home advertising for my 
paper—have it set as it should be, and have 
no difficulty in convincing patrons that ad- 
vertising pays. 

I have for some time been considering the 
idea of writing ads for the Vermont press, by 
establishing a patronage among the more 
prominent business men ina few of the larger 
towns, visiting them every week or two, and 
keeping them supplied with copy for changes 
and seeing that they are properly inserted. 
With pe Ben capacity and push, why 
couldn’t a good business be built up in this 
way? I am, sincerely yours, 

° J. E. Harris, 

Pub. Gazette. 

Se ee enon 
A TIMELY SUGGESTION, 
Tue Younc Men’s 
CHRISTIAN ASSOCIATION, 
Dover, N. H., April 5, 1895. 
Editor of PRINTERS’ INK: 

If Printers’ INk gives as much enjoyment 
to the 1,200 other paid employees in the 
work of the Young Men’s Christian Asso- 
ciation on this continent as it does to me, 
“The Little Schoolmaster” is responsible 
for a great deal of genuine and profitable 
pleasure. 

The best class of men in every community 
come into the Y. M. C. A. reading-rooms and 
read the little journal. 

I’ve noticed your special hotel, school and 
newspaper issues; why not have a special 
issue for the Young Men’s Christian Associa- 
tion? Geo. SUTHERLAND, 

Sec’y in charge. 


PRINTERS’ 


INK. 


THE BALLOON AS A MEDIUM, 
BriGuTon, Mass., April 8, 1895. 
Editor of Printers’ Ink: 

In Printers’ Ink, issue of April 3, a note 
about using rockets for theater advertisin, 
calls to mird a like method used with oak 
results by the Young Men’s Catholic Asso- 
ciation of Waltham in advertising their an- 
nual field-day, held last Labor day. 

They sent up huge fire-balloons, to which 
were attached tickets good for admission to 
the grounds, when presented at the commit- 
tee headquarters. hese balloons ascended 
many hundreds of feet, until they were mere 
pon of light, and traveled many miles. 
One was picked up by an old farmer on the 
South Shore, forty miles away. His letter 
describing the find was published in the local 


agen. 
his method of advertising was only one of 
many employed. Posters, flyers, street pa- 
rades, hangers and bulletins were liberally 
used, in addition to that best of all mediums 
—the local newspapers. 

In these readers or paid locals were used, 
as well as display ads in the amusement and 
business columns. The result of this exten- 
sive publicity was an attendance of 15,000 or 
more, beside which even the bicycle races 
paled. The association cleared a large sum, 
and will hold another field-day next Labor 
day. FranK HOLiLINGSworTu. 


DEAD MEN TELL TALES. 
Staunton, Va., April ro, 1895. 
Editor of Printers’ Ink: 


What do you think of inclosed advertise- 
ment? The advertiser refers to men (the last 


Upholstering Establishment. 


NO. 13 NEW STREET. 





I have been engaged in parlor upholstering 
and mattress making and repairing of furni- 
ture of all kinds in Tastelens order for over 
twenty years, and have not had one word of 


ar. 
e hereby certify that Mr. A. J. Riffoisa 
good mechanic and upholsterer. No person 
need be afraid to trust him with their work. 
He will do it well, and to entire satisfaction 
of his a We have employed Mr. Riffo 
and speak from our personal knowledge of 
im. We recommend him to persons desiring 
to have cabinet work done, or their old fur- 
niture overhauled. This recommendation was 
given me some years ago. 
. M. Bett, 
Davin A. KEysEr, 
cam BUMGARDNER, 
UGH W. SHEFFEY, 
. B. BALpwin, 
DWARD McMauon, 
Georce E. Price. 





four) who have been dead from two to 
fifteen years. J. B. Burwe.t. 
1 AM HERE. 
301 Delaware, N. E., } 
Wasuincrton, D. C., April 3, 1895. 
Editor of Printers’ Ink: 

I am here as a newspaper reporter and cor- 
respondent and shall be glad to aid you in 
correcting a postal system that works great 
injustice to many beside yourself. 


ours truly, 
C. H. TREALHOUSE. 





PRINTERS’ INK. 


One of the measures used in the drug 
trade should be the “‘ M”’ of the printer. 
EE ee a, 


Displayed Advertisements 


so cents a line; $100 a page; 25 per cent 
extra for specified position—if granted, 
Must be handed in one week in advance. 


THE WAVE, *znyini'ctege Cone ‘te 
ison World ides ri 3, B00 weekly 


York +N. Y., sole agent. 


PLAIN, straightforward printing (ike - PRINT- 
ERs’ InK, for instance)—that is the kind you 
want; that is the kind that pays; that is the 
kind I do. Address WM. JOHNSTON, Manager 
Printers’ Ink Press, 10 Spruce St., New York. 











| write booklets, too. 
Not the usual kind; 
rather the unusual... 


They cost a good deal, when 
I write them, but they pay. 


E. A. WHEATLEY, 
“EFFECTIVE ADVERTISING.” 
- CHICAGO. 











‘““We are... 


getting very satisfactory calls 
and returns from the inch space 
we are occupying in your pub- 
lications.”’ Signed, 
THE OWEN ELECTRO 
BELT & APP. CO, 
Cuicaco, 


Another link in the long 
chain of proof of the 


Absolutely Undeniable 
Fact 


THAT... 


VICKERY & HILL LIST 
PAYS 
All Classes of Advertisers 


AUGUSTA, MAINE, 


AND 
617-518 TEMPLE COURT, N. Y. CITY. 


c. E. ELLIS, 
Special Representative. 



































Since 1888, THE PREsS has grown in strength and im- 
portance. It is still growing and will keep on growing. 
It is officially recognized by the Republican State and 
County Committees as the leading Republican newspaper 
of the Empire State. With progressive advertisers, 


The New York Press 


is the standard by which other papers are rated. 


“Tue Press, the most 

widely circulated Republi- 
can newspaper.”—W. FY. 
—" Evening Post, Aug. 2, 1888. 
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ANACONDA STANDARD, 


ANACONDA, MONTANA. 


A sworn statement of THe ANACONDA STANDARD’s circulation for the month of 
July shows a net gain of 1,063 over June. While all other daily newspapers in the 
Northwest are waiting, THe STANDARD, with its “ get there’’ policy, covers the State 
of Montana, a special handcar service of six hun and three (608) miles ; this in 
conjunction with the Great Northern Railroad’s regular service gave 
what they wanted—the news. The phenomenal increase of circulation shows that 
efforts are appreciated. The circulation of THE ANACONDA STANDARD is ater than 
that of any Ctber daily powspeper published between the upper Mississippi and the 
Pacific coast, covering the entire central northwest. Circulation books, post-office 
receipts, paper bills, etc., open for the on pe of any advertiser. Will any other 
daily newspaper in Montana or the central northwest give a sworn statement of one- 
third as much circulation ? 


E. KATZ, eastern acenrt, 
186 WORLD BUILDING, New York City. 














Established 1867. 


THE INDEPENDENT, 
HELENA, MONTANA. 


Helena is the railroad, commercial and financial center of Montana; 
Capital and County Seat. 


THE INDEPENDENT is the best medium to bring results in the Treasure 
State: it circulates in every town, mining camp and stock range in the 


ONE OF THE BEST FIELDS FOR ADVERTISERS IN THE UNITED STATES. 
THE INDEPENDENT covers it. 
PUBLISHED SEVEN DAYS A WEEK. WEEKLY, EVERY THURSDAY. 


CODD LS 


NOOOOOOOOO OOOO eee ee 


Womankind 


Advertisers and subscribers to WOMANKIND are 
a unit in declaring that the improvements made upon 
this paper during the past year are nothing less than 
wonderful. 














The ad rate is low. The constituency of readers 
is one that answers advertisements. The returns 
from advertising are certain. 


THE HOSTERMAN PUBLISHING CO., 
SPRINGFIELD, OHIO. 


GEO. S. BECK, Ab MANAGER. 
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RI-P-A-N-S 
They Cure a 
Sore Throat 


Mr. Henry Senior, residing in Brooklyn, 
is one of the few wood engravers who con- 
tinue to do commercial work. His office in 
New York is in the same building with the 
counting-room of the Ripans Chemical Co. 
Three or four years ago, when Mr. Senior 
was one day talking with the manager, he 
was at parting presented with a box of 
Ripans Tabules. These he took home. Ever 
since that day he has been a regular cus- 
Mr. Senior’s health is perfect, and 
he does not quite understand all the uses for 
which the Tabules are applied at home; but 
if he happens to forget the box that he is ex- 
pected to bring about once a month, he has 
occasion to learn from the remarks his wife 
and mother-in-law address to him, and to 
each other, that he has overlooked an impor- 
tant matter. The Tabules cost him about 
fifty cents a month, but (when he doesn’t 
forget them) they fill his house with that 
good nature and amiability which are ever 
to be noted in families where the ladies are 
free from headaches and the little ills that 
go with a digestion not quite perfect. Mr. 
Senior regards Ripans Tabules as a friend 
from whose kind offices he hopes never to be 
separated while life lasts. He says that his 
wife’s mother is pronounced in the opinion 
that for gastric troubles, or for any irregular- 
ity proceeding from a disordered stomach, 
the Tabules are the best medicine to which 
her attention has ever been directed during 
His wife at one 


tomer. 


all her long experience. 
time astonished him by asserting that for a 
sore throat the Tabules were a remedy of 
amazing effectiveness. He understands ‘this 
better now since he has learned from his 
physician that sore throat—like many other 
apparently local troubles, notably headache 
—is often a direct result of a disordered 
stomach ; and for this Mr. Senior well knows 
that the Tabules are aimost a specific. 


ee @ 

Ripans Tabules: Sold by druggists, or by 
mail if the price (50 cents a box) is sent to 
The Ripans Chemical Company, No. 10Spruce 
Street, New York. 


Doubt 
There 
Can 
Be 

No 
Doubt 
About 


The 
Peterson 
Magazine 


It 
Pays 
Advertisers 





Penfield Pub. Co. 


109-111 Fifth Ave., 


New York. 
Pee 


FRANK E. MORRISON, 
Special Agent, 

| 500 Temple Court, 
New York. 
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Ohio 
State mea 
Journal. 


Leading Newspaper 
Of Central Ohio. 


We have for rent, at ro Spruce 
St., two connecting offices, one 
large and one small. They are up 
only one flight of stairs and are 
Daily—Circulation 12,750, only morning well lighted and the pleasantest 
newspaper printed at Columbus, a city of over 
100,000, and reaching by early trains the best 
portions of Central and Southeastern Ohio. 

Sunday—Circulation over 17,000, with- 
out a rival in its field, being the only news- 
paper circulated in Columbus on Sunday that 
prints all the telegraphic and local news. An 
especially good medi for classified adver- 
tisements, 

Weekly—Now issued as a twice-a-week 
edition, on Tuesdayand Friday. Circulation 
22,000, chiefly among the farming com- 
munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 
lication. 


OHIO STATE JOURNAL CO., 
Columbus, Ohio, 


bs, Vie Vi TSS SU. US US UMS TAS UI UMS US. TIS UMASS. UI UNS USS. US UNS 
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They Pay Advertisers! 


‘* Having carefully watched the returns 
from my advertising in all the Dayton papers and kept track 
of the returns from the same, I can unhesitatingly say, that the 
EVENING News proved by far the best advertising medium in 
the City of Dayton. The returns from the EVENING NEws 
excelled those from the other papers combined, and to any one 
desiring the best advertising medium in Dayton I would cheer- 
fully recommend the EVENING NEws as such.”’—£xtract from 
Advertisers Letter. 


offices in the building. Size of 
large room about 20 x 24 ; smaller, 
rox 15. If wanting such offices, 
please call and talk about price, 


etc. Will be fitted up to suit. 


Address, 





Geo. P. Rowett & Co. 


PBB PP BBL LDA LD DD PDD 


New York, April 12, 1895. 
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Dayton, én, Times, COMBINED aaeinion, 
Evening News, 14,000 Daily 
Weekly Times-News 4,500 Weekly 


For further H. D. LA COSTE, 
information 38 PARK ROW,  ————_—_——\ 
address NEW YORK. 
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—SS= THE ——- 


Wood River Times & 


— ee 


Published Daily and Weekly 


— AT — 


HAILEY, BLAINE COUNTY, IDAHO, 


am OT a 


T. E. PICOTTE, Editor and Proprietor. 


* 





TS HOME is in the GREAT WOOD RIVER MINING REGION, and within fifteen miles of 
the famous Camas Prairie, which is one of the garden s8),ots of the Pacific Northwest. 

Its tributary country exceeds in area that of any two New England States, and is 
rapidly filling up with energetic people who, coming with few supplies, need all the tools, 
implements and adjuncts of the most progressive civilization. 

Miners are paid a minimum of $3 per day’s work of eight hours, and so-called “‘com- 
mon” laborers the same. A wood-sawyer or chopper who does not earn $4 per day 
scarcely considers that he has made wages. Farm hands are not always obtainable at $50 
per month and “found.” 

Residents therefore earn much more than they would elsewhere in the same occupa- 
tions, and their aggregate wealth is probably larger than that of an Eastern population 
twenty times as numerous. 

The late Jay Gould spent his last summers on earth here. His family and friends occu- 
ee eight palace cars. H.K. Thurber, the New York merchant prince, and his family; 

nited States Senator Thurston and his family, and hundreds of other prominent persons, 
spend their summers angling for trout in our streams, ny 8 for bear or other game in 
our mountains and freshening their energies. This adds to the purchasing power of the 
community in no small degree. 


THE WEEKLY TIMES 


was founded June 15, 1881. Itis published WEDNESDAYS, and the terms of subscription 
are $3 per annum, $1.50 per six months, and $1 per four months, invariably in advance. 


THE DAILY TIMES 


was founded J 21, 1882. It is published EVERY EVENING, excepting Sundays and legal 
holidays, and subscription : $10 per annum, $5 per six months in advance, if by mail pre- 
paid, and 25 cents per week, or #3 per annum, if delivered by carrier. 


ADVERTISING KATES. 


IN DAILY: 


Per vertical inch, no special position, per insertion, 74% cents. 
Per vertical inch, special position, per insertion, 15 cents. 


READING NOTICES —Up to 100 lines, per month, 15 cents per line for first and 
7% cents per line for each subsequent insertion. Over 100 lines, per month, 
74 cents for first and 5 cents for each subsequent insertion. 


IN WEEKLY: 
Per vertical inch, no special position, per insertion, 224% cents. 
Per vertical inch, special position, per insertion, 45 cents. 


READING NOTICES.—Up to 100 lines, per month, 25 cents per line for first and 
1244 cents per line for subsequent insertions. Over 100 lines, per month, 
15 cents for first and 744 cents for subsequent insertions. 








Address all communications to 


T. E. PICOTTE, Hailey, Idaho, 
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The Nearer the Star 
the Bigger It Looks. 


at HUH 

There may be an adver- it 
tising agency on your street 
that looks mighty because 
it’s near. That same agency 
may be smaller and less 
able to handle your busi- 
ness than one farther—but 
not too far—away. 

Some of our most success- 
ful and best satisfied clients 


are Easterners. 


Lord & Thomas, 


z, Newspaper and 
| \ Magazine Advertising, 
45749 Randolph Street, M 


CHICAGO. 
New York Office: Tribune Bldg. 
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Come 


When you put a good advertise- 
ment of a good article in a good 
medium. 

If we could get you to try the 
above plan, using the C. N. U. as 
the medium, we would be satisfied. 

So would you. 

The advertisement would not cost 
much. There would be no extras 
and little or no wasted time. An 
estimate will be mailed on request. 


There will be no charge for the 


estimate. 
-200OOOGee-- 


Chicago Newspaper Union, 
93 S. Jefferson Street, 
CHICAGO. 


New York: 10 Spruce Street. 
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Contract Coaxers. 





Found very effective by the special nts. 
‘ad » PRINTERS’ L Ink, Dec. 12, 1894. 


According to Mr. L. G. Turner, Business Manager of the Lutherville, Md., Enter. 
prise, the coutract coaxcrs shown above do not compare with one of these : 


GeAAAAARAAA SAABAARABEALABSARAREBABABABRABABS 


Being payable to bearer, no duplicate of this Coupon can 
SAMPLE. be obtained, in case of loss. 
Good to Bearer 


ror | WO Dollars. 


Payable, if presented before January Ist, 1896, by a 
year’s subscription to 


PRINTERS’ INK, 


A Journal for Advertisers. 


To be sent to the name and address written on the 
back of this due bill, 





Void if not presented at the office of PRINTERS’ INK, 
No. 10 Spruce St., New York,within the time specified. 
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Lutherville Enterprise, t 

PUBLISHED EVERY SATURDAY AT 7 

q LUTHERVILLE, MD, 4 

April 8, 1895. 
} Lditor of Printers’ Ink: 
Dear Sir—We can use two Directory coupons and twelve more Print- 

4 ERs’ Ink coupons, and offer you space in —- 7 

+ ours very truly, 


L. G. TURNER, Manager, 


4 We find a year’s subscription to Printers’ Ink a Jdefter ‘contract f 
‘ coaxer”’ than the illustration given some months since in the ** up-to-date text- 
book ”’ as a good “‘ contract coaxer.”’ 4 








b +--+ - + > ++ + + ++ + + + © +++ + +--+ 0-62-20 


Publishers who, by means of the coupons,"have Printers’ InK sent every week to an 
advertising patron, find that while the articles shown at the top of the page appeal to an ad- 
vertiser through his palate and stomach, or exert a persuasive influence through a pleasing 
effect upon the nervous system, the articles in the Little Schoolmaster appeal to him through 
his intelligence, and thereby bind him even more closely, and at the same time exert an influ- 
ence upon him which is permanently beneficial and thoroughly healthful. The coupons can 
be paid for in advertising space, but rum and tobacco are strictly cash articles, 
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ask 
and hints for the 
ideas—this is the retail branch. 


ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


Retail merchants are invited to send advertisements for criticism and suggestion; to 
uestions about anything pertaining to retail advertising; to send ideas, experiences 
betterment of this department. i 


PRINTERS’ INK is a clearing-house for 











It is astonishing how bad the adver- 
tising of a really good concern can be. 
It seems that many men are succeed- 
ing in business without using the most 
natural means to success—good ad- 
vertising. 

Good advertising is the greatest help 
to success that any man can have. 
Good advertising costs money—bad 
advertising costs just about the same, 
and the money paid for it is sheer 
waste. Advertising space in the Cin- 
cinnati daily papers is expensive, and 
yet I sce many advertisements there, 
the horrible display of which it is im- 
possible to reproduce in PRINTERS’ 
Ink. I noticed one recently which 
occupied six inches double column. I 
should guess that this space cost as 
much as forty dollars. If it only cost 
twenty-five dollars, it would have been 
very much better to spend five dollars 
more to have the matter prepared in a 
proper way. The money paid for the 
services of a good advertisement writer 
is the most profitably invested money 
that an advertiser pays out. It is a 
sort of insurance. If an ad costs forty 
dollars and is bad, you are just forty 
dollars out. If it costs forty-five dol- 
lars and is a good ad—and profitable 
—then you are more than forty-five 
dollars ahead. But, strange as it may 
seem, advertisers all over the country 
are losing the forty dollars for the 
sake of saving five. 

* * 
* 
Harcer & Buisu, l 
Books, STATIONERY, Music, WALL Paper. 
DusvuQvE, la., March 9, 1895. } 
Editor of Printers’ Ink: 

Dear Sir—We received many good ideas 
from Printers’ Ink, and look for each suc- 
ceeding issue with pleasure. We inclose some 
of our efforts in advertising. Will you kindly 
criticise them for us ? We are never too old to 
learn how to better them. We change them 
every other day, the weather forecast being 
a portion of our ad. How much ought we to 
spend in a town of 40,000, with two evening 
and two morning papers? Yours, 

ARGER & BLIsH. 


‘The last question in this letter 
reminds me of the man who wrote 
to a prominent advertising agency 


several years ago, asking them how 
much it would cost to advertise. 

There can be no fixed rule laid 
down as to the amount of money 
which ought to be spent in advertising 
a business. The only rule I know of is 
to spend all the money that is necessary 
to bring business. If you spend a 
lot of money and don’t get business, 
there is something wrong somewhere 
sure. There is something the matter 
with the store, or with the methods of 
advertising, or with what you say in 
the ads, It is likely to be in the store. 
If it is not there it is pretty sure to be 
in what you say in the ads. This is 
particularly true if you advertise only 
in the newspapers. 

I believe that almost all of the 
space in the papers of America is val- 
uable, and can be made to bring 
profitable returns if it is handled 
right. There are exceptions, of course, 
but there are not very many. 

In the advertisement sent to me by 
Harger & Blish, there is too much 
straining after effect, and not enough 
plain, common sense talk. Advertis- 
ing should talk straight from the 
shoulder about nine cases in ten. 
Sometimes a few frills, and some verbal 
embroidery and lace may be desirable 
—may help to make the ad attractive 
and therefore profitable. There are, 
however, only a few men in the whole 
United States who can do this sort of 
thing the way it ought to be done, 
and those who cannot had better 
leave it severely alone. 

For my own part, I believe that 
advertising is business, and should be 
treated in a business-like way. The 
advertiser ought to have something to 
say, and he ought to say it and quit. 
He ought to begin saying it with the 
beginning of the ad. The ink adver- 
tisements of Wm. Johnston, which 
have been running in PRINTERS’ INK 
for some time, are good examples of 
straight business talk. Mr. Johnston 
doesn’t waste much time in getting to 
the point, and he stays there with 
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culiar and insistent consistency. 
Fris style of advertising would have 
to be modified quite a little bit for 
use by the average retail dealer, be- 
cause conditions differ very greatly, 
and everybody cannot be quite so in- 
dependent as Johnston can. A little 
of this self-same independence, how- 
ever, is a first-rate thing to put into 
advertising. It is an evidence of suc- 
cess and ability to take care of your- 
self, and most people like to deal with 
men who are in that position. The 
other day a man came to me with 
some work. I told him I was very 
busy and didn’t know whether I could 
do it for him or not. He said: ‘‘I 
know you're busy; that’s just the 
reason I came to you. I always like 
to deal with busy people. If they 
are busy, it means that they must 
be good people to do business with.’’ 
# % 


“ 
Sacinaw, E. S., Mich., March 26, 1895. 

Mr. Chas. Austin Bates: 
Dear Sir—I have read with great pleasure 
and profit the Retailer’s Department in that 
riceless little handbook, Printers’ Ink. 
Tivol find a short notice calling attention 
to a fresh supply of confections received by 
a drug store. What do you think of it? 
You are welcome to it if it is worthy of a 
place in your columns, which I greatly doubt. 
Yours truly, 
sous T. WEADOCK. 


* 
* 


Cuaries H. Nason, ’ 
Avcusta, Me., March 15, 1895. { 
Mr. Chas. Austin Bates : 

Dear Sir—I have read your department in 
Printers’ Inx with a great deal of interest ; 
in fact, I find I read all of Printers’ Ink with 
interest. I venture to send you some of my at- 
tempts at advertising ; if there is any good in 
them I think Printers’ Ink should have the 
credit. I believe in quoting prices, however, 
though I often think cn a good grade of goods 
the price you are obliged to ask for the good 
article does not appear very well along side 
of the adv. that quotes theinferior one. For 
instance, A advertises all-wool black cheviot 
suits, $10; B advertises all-wool black cheviot 
suits, $7. Both may be all wool. The reader 
may assume that B’s suit is nearly as good as 
A’s, and think that there cannot be a differ- 
ence of $3 any way. Yours respectfully, 

C. H. Nason. 

If a dealer does not adequately de- 
scribe his goods, he cannot expect peo- 
ple to understand what they are. If he 
advertises a suit of clothes at $10, he 
ought to tell all about it, what it is 
made of, how it is trimmed and how 
well it is made. There are a great 


many different grades of all-wool goods, 
and there are certainly ways of de- 
scribing these different grades so that 
a man of ordinary intelligence will un- 
derstand it, and be able to distinguish 
between an all-wool suit at $7 and an 
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all-wool suit at $10. One of the great- 
est mistakes that is ever made in ad- 
vertising is that of giving scant de- 
scription of goods. Too many descrip- 
tions do not describe. A merchant 
should not be afraid of describing too 
plainly. The nearer he can make his 
advertisement represent the goods, the 
better is the advertisement. ‘The plainer 
the offer can be made, the more takers 
it will get. The easier you can make 
it for people to get your goods, the 
more of them you will attract. If they 
have to make a lot of inquiries before 
they know exactly what you mean, they 
are likely to find it too much trouble. 
If you make a perfectly direct and dis- 
tinct offer, and your competitor makes 
one which is weakened by ambiguity, 
you are going to get the trade. There 
is no question about that. People like 
to be able to go into a store and ask for 
just exactly what they want, and totalk 
about it in an intelligent manner. If 
they understand the goods thoroughly 
before they come to the store, it 
wouldn’t take so much time to make 
the sale after they do come. 

One of the things which keeps a 
great many advertisements from being 
plain is the use of technical or trade 
terms in describing the goods adver- 
tised. A merchant knows so well what 
the terms mean that he thinks every- 
body else knows, too. When I was 
advertising manager in a department 
store one of my principal troubles was 
in getting clear descriptions of the 
goods. Sometimes the buyers would 
use terms which I did not understand. 
If I inquired what they meant, I was 
told, ‘‘Oh, everybody knows what that 
means. There’s no need of saying 
anything else.’’ But everybody did not 
know what it meant, and of this fact I 
was a very convincing example. In 
writing the advertisements for that 
store, I took it for granted that if I 
didn’t know what a trade term meant 
there were about nine out of every ten 
people who would read the ad who 
would not know what it meant either. 
And so I avoided trade terms whenever 
Icoquld. How many people do you sup- 
pose really know the difference be- 
tween a hand-turned shoe and a Good- 
year welt? How many people know 
the width in inches of a No. 12 rib- 
bon? And yet there are a great many 
merchants who advertise their goods in 
just such terms as these—terms which 
would be intelligible only to some one 
in their own line of business, 
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For Clothing. 


Spring overcoats, $12 to $32—has 
your tailor such a variety ? 

“No; his are all fine.” 

Ours aren’t, not everybody wants 
to pay for fineness. But those that do 
will ond ours as fine as there are in 
New York— barring half a dozen 


tailors. : : 
Your money back if you want it. 
Mighty comfortable—black flannel office coat, $3. 


ROGERS, PEET & CO. 





For an Opening—(M. M. Gillam). 


'T’S THE TALK 
OF THE TOWN 


—that showing of Dresses and 
Wraps, of Bonnets and Hats, 
second floor, Broadway. 


The canaries and the flowers and the fes- 
toons of green are but incidents—like music 
it a feast—simply bits of background for 
he merchandise beauties. 

The GOODS of the store are what we 
mean to charm you with. Newest of the 
new, wisely chosen and with every economy 
brought into them that taking great lots— 
and knowing when and what to take— 
makes possible. 





For Furniture. 
ARE YOU 
SATISFIED 


to have poor, cheap furni- 
ture in your house that comes apart 
and cracks and breaks and sooner or 
later goes for kindling ? 

If you want genuine bargains 
for real solid values, without fancy 
words, but articles that are eloquent 
in themselves, come here. 

We have a bedroom set for $49.50 
that you cannot get for less than $60 
elsewhere. Would like to have you 
see it whether you want it or not. 





For Clothing. 


We don’t expect to get all the cloth- 
ing trade in a day, nor to have every- 
body give his tailors right up and 
come to us. 

We're not the only clothiers in New 
York who render good, honorable 
service, and tailors do amount to 
something. Our clothes are not the 
only goo ready-made in New York. 
They’re only the best, that’s all ; bet- 
ter yam somebody else’s good ready- 
made, and better than the average 
tailors’, good as the better-than-aver- 
age (and cheaper)—not so good as the 
highest-price tailors’. We can’t do 
everything. 

Now! fight overcoats are ready, 
$12 to $32, and your money back if 
you want it. 


ROGERS, PEET & CO. 


For Shoes. 
CAN YOU 
KEEP A 
SECRET ? 


If so, we will let you 
have a good trade in 
Men’s Cork Sole 
Shoes. The $7 and 
$8 kind at 


$4.50 
Per Pair. 
Don’t give it away, we have your size, but 
can’t furnish ay who may call, as our 


stock is limited. eep the secret and call as 
soon as you can. 





For Shoes—Wanamaker’s). 
How 
Many Shoes 


do you suppose 
we have in our store this very day? Count 
all you can in our enlarged space on the main 
floor, and then take elevator to fifth floor and 
count, and you will not find less than two 
hundred and sixteen thousand pairs. 
Why do we have so many ? Because there’s 
such a variety of feet, and because we sell so 
many every day. 





For Shoes—(By P. H. Gribbon). 


lil-Fitting 


and ill-shaped shoes have caused the 
human family almost as much miser 
as war ms | pestilence combined. 
Many a poor mortal has cursed the 
day that ill-fitting shoes were first in- 
vented. Now, we have made it arule 
to always steer clear of that kind of 
shoes; wouldn’t have them in the 
store at any price. The makes that 
we handle are all nice, easy fitters, 
and they don’t cost you any more 
than the inferior kind. 


For Paints—(By Bert A. Grippile). 
Paint Your 
House Twice. 


That is, give it two coats of good 
paint. © coats of good paint 
will look better and last longer 
than three coats of poor paint. 
Now is the time to paint, and we 
want to talk to you about paints, 
brushes and oils. We are not 
giving paint away or selling it at 
cost, but we are selling paint 
that is good paint, that will be a 
rofit to us and the man who 
uys it. 


$$$$$ 
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T 
E A Vast State. 
x A Populous State. 
A A Prosperous State. 
s 
England, Ireland, Scotland, Portugal and 
Greece combined. 
France, 
Spain, 
Larger Germany, 
Austria-Hungary. 
Than Of no other three publications can it be said as of 
these that—the 
Fort Worth Gazette, 
EMR ee 
They 
DAILY CIRCULATION, 10,500 
Cover 
eons The Sunday Gazette, 
RE RMR RE 
CIRCULATION, 16,000 
Ss The Weekly Gazette, 
LEME LE PMT NELLA 
Every CIRCULATION, 42,800 
Post-Office | The Gazette goes 
From the Sabine River to the Rio Grande, 
The From New Mexico to the Gulf, 
Only It Is 
Publication That circulates in every hamlet, and is discussed in 
every community in Texas. 
It takes money 
Au ‘ 
To Advertise Fort Worth Gazette, Fort Worth, Teas. Nacouadiecinas 
Gentlemen—As a result of my advertisement in the Week- 
in pd ae running - nage oP ae sm about hot 
e Vv Too wort o 
The Gazette cece fan tock Faken i. tT inne made sales in 
Texas, Oklahora, L and Mexico. I 
but regard the Weekly Gazette as the best on medium 
for stockbreeders in the Southwest, = bw, agri- 
It Pays cultural and breeders’ journals. VSLEY 


Denton, Texas, Member Twenty-fourth tnpdinine of Texas. 


Ss. C. BECKWITH, 


SOLE AGENT FOREIGN ADVERTISING, 
CHICAGO. 
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“ONE PAPER IN A STATE-THE DENVER REPUBLI- 
CAN FOR COLORADO.’’—Geo. P. Rowell & Co. 


Wealth ? 


“The business of the world to get it.”,"—GLADSTONE. 


Gold? 


Colorado has it and her future prosperity is assured. 


THE 


DENVER - « 
- KEPUBLICAN 


Has the power and prestige, as well as the 
circulation. Statement filed with Geo. P. 
Rowell & Co., since January rst, 1895, 
shows total output on Daily and Sunday 
as follows : 





Daily, 312 issues, 1894, = 7,481,050 
DAILY AVERAGE, 20,496 


Sunday, 52 issues, 1894, 1,519,900 
SUNDAY AVERAGE, 20,220 





(2 In spite of-hard times, this shows an increase over 1893. The adver- 
tising patronage likewise has increased materially over 1893, showing the un- 
wavering confidence the people have in THE REPUBLICAN as an adver- 
tising medium. 


OSTTETOTEPEEEEEELEETETEEELEELE 


S. C. BECKWITH, 


Tribune Building, ** The Rookery,”’ 
New York. Chicago. 
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SEEDSMIEN! 


( 
When making up your list for 1895 do not overlook the following {| 


PRACTICAL REASONS WHY 


YOU SHOULD USE 


The National Presbyterian 
The Westminster Endeavorer. 


THIS ALSO APPLIES TO ALL OTHER ADVERTISERS. 








1.—The NATIONAL PRESBYTERIAN will reach every active minister in the 
Presbyterian Church (North and South) and Dominion of Canada. It will also 
reach every Sunday School Superintendent in the Presbyterian Church in the 
same territory. 

2.—The WESTMINSTER ENDEAVORER will reach the President and the Sec- 
retary of every Christian Endeavor Society in the Presbyterian Church in the 
United States and Dominion of Canada. 

3.—Every copy (in excess of our regular list) will reach people who wii/ 
be interested in its contents, and a large per cent have asked us to mail them 
sample copies with a view to subscribing. This materially increases their value 
as advertising mediums. 

4.—The combined guaranteed circulation will not fall below 100,000 com- 
PLETE COPIES each issue. 

5.—A new dress of type has been placed on both papers. Future issues 
will be printed from electrotype plates and consist of sixteen pages and cover 
(twenty pages in all), stitched and trimmed. 

6.—We reach the most liberal buyers of good goods in the world, and in 
order to enhance the value of our papers as advertising mediums we agree to 
reimburse direct loss to our subscribers occasioned by misrepresentation in our 
advertising columns. 

7-—Advertising orders for the NATIONAL PresByTERIAN and the West- 
MINSTER ENDEAVORER will be accepted on the following condition: 

“A combined circulation of 100,000 COMPLETE COPIES is guaranteed each 
issue (commencing December, 1894), to be proved by post-office receipts. Should 
any edition fall below 100,000 complete copies, no charge is to be made for ad- 
vertising in such issues.” 

8.—CoMBINATION ADVERTISING Rates: DispLay, 65 CENTS per agate 
line, each insertion. Discounts, 3 months, ro per cent; 6 months, 15 per cent; 
12 months, 20 per cent. Reapinc Marrer is charged 25 per cent more than 
display for space occupied, agate measure. 


ADDRESS CORRESPONDENCE PLAINLY, 


STANDARD PUBLISHING COMPANY, INDIANAPOLIS, IND. 


Eastern Representatives: 
BURDETT BROTHERS, 258 WASHINGTON STREET, Boston, Mass. 
AND TrispuNE Bui_pinc, New York Ciry. 
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UTICA and 
SYRACUSE 


have just been added to our list of cities in 
New York State, and complete our chain 
from 


Albany to Buffalo 


in which we control, exclusively, 


STREET CAR 


ADVERTISING 


Unapproachable service. 
Full-time cars. 


CARLETON & KISSAM 


50 Bromfield St., Boston, Mass. 
Postal Telegraph Building, New York. 


Also offices at Albany, Syracuse, Rochester, Buffalo, &c. 
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F you go about it in the «~~ 
right way. Archimedes’ 
lever has been found—and a fulcrum for it. Its use 

has founded many a fortune. 

Fortunes usually have small beginnings. Some 
of the largest have started in the back rooms of 
drug stores. To-day hundreds of druggists have as ¢ 
good, or better, preparations than those which have 
brought millions to their owners. 

A little of the right sort of advertising paves the 
way for more. If you have anything which ought 
to be developed by good advertising, write to us 
about it. We can help you make a hundred dollars 
profitable—or a million. 

Nothing is too small to get conscientious care— 
nothing is too big for us to handle. 5 
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The Geo. P. Rowell Advertising Co., 
10 Spruce Street, New York. > 
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